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GREATER 
LONDON 
SURVEY 


is Britain’s first provincial city 
the centre of one of Britain’s richest earning and spending areas 


So, on every list of provincial dailies- 


The Birmingham Post 


should alwayscome FIRST! 
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anatase Practitioners in meant 


John Guy set 
the trends 


Sin,--I have just received my 
copy of the October 14 issue of 
Apvertiser’s Weekty, and | 
was very interested in Roger 
Darcy's article on the metamor- 
phosis of Natal Building Society 

int, 

What that article does not, | 
think, make clear is that John 
Guy himself designed all the 
specimens reviewed. 

Guy himself is the typographer, 
and Guy is also the artist whom 
your correspondent described as 
“entering the picture” in his com- 
ment on the cover of the 72nd 
Annual Report. 

The Natal Building Society 
may refer to John Guy as the 
advertising manager—but to 
those of us who work in the same 
field here and who have the good 
fortune to have a craftsman of 
Guy's calibre to call on, he is 
first and foremost an outstanding 
graphic designer. 

If | may comment on Mr. 
Darcy's phrase: “. . . I do not 
know whether Mr. Guy is aware 
of the fact, or whether his de- 
signers consciously follow world 
trends... 

What we feel here is that it is 
surely men like John Guy who 
set these trends. 

RicHarD F, Ropinow 
Brighton Beach, 
Durban. 


Medicine code 


Sin,—When Lord Crook re- 
ferred to the Proprietary Medi- 
cines Association (ADVERTISER'S 
WEEKLY, November 18) he was, 
in fact, referring to this Associa- 
tion, which is one of the seven 
sponsors of the British Code of 


Standards 
W. G. Hows, 
Secretary. 
Proprietary Association of 
Great Britain, W.C.1. 


To The Editor .. 


Does advertising really care 
about justifying itself ? 


Sin, — Three distinguished 
officials of the Advertising Asso- 
ciation in their address to the 
members of the Publicity Club 
of London on November 15, told 
of their approach to the problems 
of public relations in advertising, 
their objectives and future aims, 
and asked the clubs throughout 
the country to provide speakers 
and platforms to put these over 
to the public. 

It was apparent that the three 
protagonists would support their 
plans with all their undoubted 
ability, with sincerity, with 
enthusiasm, but without cash. 

In her letter to members an- 
nouncing the meeting, Miss Wein- 
berg said, “Many of us think that 
there is no more important task.” 
| wonder ! 

How much do advertisers and 
those within the profession care 
about justifying to the public the 


THIS WEEK 
Exhibition feature, page 542. 


NEXT WEEK 
Eastern Counties Survey. 


services advertising renders to the 
community 7? How much in hard 
cash ? ery little apparently 
since we learn there is no money 
for a campaign. It is of course 
difficult to visualise a comparable 
situation arising in America 
where they are astonished to 
know that we find it necessary to 
apologise for advertising, but if 
it were, they would raise the 
necessary funds without difficulty 
and employ all available media. 

As, however, advertising is so 
chronically hard up on its beg- 
garly annual turnover of between 
two and three hundred million 
pounds, I offer the (free) sugges- 
tion that the Publicity Club of 
London should ask its old and 
gifted friend Beverly Baxter— 
who knows something about 
advertising—to ime Godfrey 
Winn-——who should know quite a 
bit about publicising—to write a 
series of articles on the benefits 
of advertising to the community 
in the Sunday press. 

Not only would it cost adver- 
tising nothing at all but Godfrey 
Winn would get paid for it! And 
the subject would be worthy of 
his accomplished pen. 

F. N. ANDERSON. 


Dagmar Avenue, 
Wemb rd 


Denk the ee 


deliberately 


Sim,—I agree with G. A. Col- 
bran; of course you can break 
the rules—of punctuation, adver- 
tising, or any number of things. 
Before you do, however, it is 
essential to know them. Mastery, 
in fact, should precede murder. 

The acrobat who boobs, the 
tumbler who tumbles, the 
magician who misses every trick 
is often a more competent per- 
former than he who does the job 
straight. 

I don't object to interference 
with established laws of gram- 
mar. In my early novels I tried, 
with the impetuosity of inexperi- 
ence, to found a new language ; 
and in my time I have been guilty 
of much perverse and puerile 
punctuation .. . but always delib- 
erately so. 

It seems to me that the milk- 
man broke the rules needlessly. 
Nothing was gained by his lapses, 
and much was lost ; for the copy 
lacked the punch and power that 
good writing would have given 
it. 


I may be wrong: but I don’t 
think the milk copy reveals any 
real knowledge of as 


4 FINN. 
Golders Green, N.W.11. 


A new medium? 


Sir,—G. A. Colbran’s point is 
obscure. While agreeing whole- 
heartedly with him that the busi- 
ness of the copywriter is to sell 
goods, I fail to see how bad 
grammar and sloppy punctuation 
can achieve better results than 
correct grammar and precise 
punctuation. 

It may well be that the average 
reader of advertisements is too 
ignorant to either know or care 
which is being used. No doubt 
the market research experts can 
enlighten us on this point. But 
scattered here and there through- 
out the community there are a 
few potential customers who suc- 
ceeded in staying the course at 
school, and who are irked, con- 
sciously or subconsciously, by 
copywriters who either know no 
grammar or who consider their 
copy too good to require the 
formalities of accuracy. In fair- 
ness to copy ereee: as a whole, I 


Advertising 


LONDON & MANCHESTER 


Incorporated Practitioners in Advertising 


must add that I have yet to meet 
one of this latter variety. 

The implied comparison of a 
copywriter trying to persuade a 
consumer to buy with a semi- 
literate sergeant bawling at his 
men is novel, to say the least of it. 

It might be worth while making 
the experiment of planting an ex- 
NCO in a_ well - frequented 
place, Oxford Circus, for exam- 
ple, with instructions to shout at 
passers—“You horrible man, 
you! Go and buy a packet of 
XYZ at the double!” 

If the experiment showed posi- 
tive results, here would be a com- 
pletely new medium for agents 
to add to their clients’ schedules. 
I offer the idea freely. 

E. P. Towers, 
Publicity Manager. 
Fords (Finsbury) Ltd., 
Kempton, Beds. 


Few ‘hard-and-fast 


rules’ in grammar 

Sim, — Your correspondent, 
R. L. Finn, is to be congratulated 
on condemning the misuse of the 
comma. Bad punctuating hinders 
copywriting in its task of selling 
goods or services. 

But I think Mr. Finn is a little 
too dogmatic in insisting that the 
full stop must be substituted in 
the sentences he has quoted. The 
trouble is that there are very few 
hard - and - fast rules about 
punctuation. Good writers differ 
considerably in their use of it; 
usage has altered even during this 
century ; and the same sentence 
may legitimately be nctuated 
in various ways in order to con- 
vey a different emotional effect. 

For instance : “I'll knock your 
block off, and I mean it” is cor- 
rectly punctuated as a _ 
statement of intention. 
dash instead of a comma, and 
“and I mean it” partakes of the 
nature of an afterthought. Use 
a full stop, and it gains in 
emphasis. 

JaMes WILLIAMSON. 
Leaten, S.E.1. 


"FOR CIRCULAR AND SAMPLE DIS TRIBUTION 


house to house—any town in the United Kingdom 


CIR CULAR DI $ TRIBU TOR S L TO. y 21 LEIGH ST., LIVERPOOL. ROYAL 8861 
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Balancing a Lady The Victoria Regia, or giant 
water-lily, was introduced here from tropical America the year after Queen Victoria came 
to the throne. A Victorian plant in several ways, the architectural formation of the leaf’s 
underside inspired Paxton’s design for the Crystal Palace. In 1849 a young lady was stood 
upon one of the leaves— (which are the size of dining room tables) — and was supported 


“for a time”, in perfect safety. 


Balancing a Budget 


Although smaller in diameter than Victoria Regia, 

the leaves of The Countryman have been known to 

support an entire business—and not merely “ for 

a time”, either. Many budgets have been balanced 

on them, and advertisers have said, in effect, that the 

large water-lily is a floral novelty but the littl <4 Yj 
quarterly is a fruitful reality, 


The Countryman 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, THE COUNTRYMAN, 10 MOUVERIE STREET, ¥.C.4. CENTRAL 9161. 
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PUBLICATIONS 


MONTHLY 


WOMAN'S JOURNAL 
With all the power of A.P. Periodicals at their WOMAN AND BEAUTY 
HOME JOURNAL 
WIFE AND HOME 


command, advertisers can concentrate on the initial iin edtuie 
ADVANCE FASHION 
whole—or any section—of the family, home MY HOME - GOOD TASTE 


MOTHER AND HOME 
WORLD DIGEST 
WELDONS PRACTICAL 
and feminine market. adherend: inci 
ARGOSY - QUIVER 


Depending on the degree of coverage required, weeny 
WOMAN'S WEEKLY 
VERYBODY’S 
A.P. Publications can be used singly or in selec- tena! 
WOMAN'S ILLUSTRATED 
ted groups covering any section of the market HOME CHAT 


WOMAN’S WORLD 
HOME COMPANION 


at the lowest possible cost. Used together they WOMAN’S PICTORIAL 
ANSWERS - PICTURE SHOW 
WOMAN’S COMPANION 
make a mighty mass-market medium for the SUNDAY COMPANION 
ORACLE - MIRACLE 
national advertiser. Their total sales per issue wee 
ALSO 4 
NEEDLEWORK ILLUSTRATED 
exceed 8,000,000 copies. WELDONS 


CATALOGUE OF FASHIONS 


A. W. Burnett, Advertisement Director, 


THE AMALGAMATED PRESS LTD. Seasiieiieseieaumamasian 
The Largest Periodical Publishing House in CTL London, £.C.4. Central 8080 
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INVITATIONS TO 
ITA ADVISORY 
PANEL OUT SOON 


OMPOSITION of the advertising 
advisory committee and terms of 
contracts to be offered to programme 
contractors were among the subjects dis- 
cussed by the Independent Television 
Authority at Tuesday’s meeting. 
Invitations to join the advertis- 
ing advisory committee will be 
extended, not, to individuals, but 
to representative bodies, who will 
be asked for nominations. 


HUBERT OUGHTON—‘WISE COUNSEL 
AND SOUND JUDGMENT’ 


| /Vorman Moore is 
re-elected AA 
president 


Norman Moore was re-elected president of the Advertising 
Association for the second year in succession at the Associa- 
tion’s council meeting yesterday (Wednesday) afternoon. 
hes names for At last night's annual to advertising as a whole. His 

pr wise counsel and sound judg- 
ment, uncoloured by personal 


Norman Moore Hubert Oughton 


dinner, he 
Mackintosh Medal, for “ per- 


Medical interests will be repre- 
sented. 

Other points discussed at ITA 
meetings held during the last 
seven days are: 

Transmission times : Under the 
Television Act, the Postmaster- 
General has the power to pres- 
cribe hours of transmission. A 
break from 6 to 7 p.m. is 
expected. 

Publication of programmes : 
The ITA has temporarily shelved 
discussions on this subject, after 
being approached by many con- 
cerns wishing to publish “a com- 
mercial TV Radio Times.” Copy- 
right is one of the problems. 

Contracts : These will be sent 
out “in two or three weeks.” 

Advertising times : No decision 
yet. Final decision will probably 
be the ITA’s original idea of 10 
per cent of televising time for 
commercials. 

An ITA spokesman has said 
that there will probably be 
“some 20 or 30” programme con- 
tractors when all stations are 
functioning. 

In reply to a recent leader in 
The Times which stated that the 
high cost of commercial TV 
would limit the medium to “a 
handful of the larger advertisers,” 
Sinclair Wood, managin <a | 
of F. C. Pritchard, Wood 
Partners Ltd., has said: 

“At the prices which are likely 
to be charged, at least 12 clients 
of this agency will seek to buy 
time, and this is but one of at 
least 200 accepted agencies.” 


@New programme 
formed—see page 559. 


AA council 


First annual general meeting 
of the Advertising Association to 
take place at their new premises 
in Bell Yard, W.C.2, was held 
yesterday (Wednesday) morning. 
Hubert Oughton, honorary 
treasurer, presided. 

Miss G. G. Thomas, Leon 
Goodman, G. Vernon Nye and 
Philip L. Stobo were elected to 
the council for the first time and 
the following were re-elected : 

Glanvill Benn, R. B. Browne, 
Ivor Cooper, Clifford J. Harrison, 
Wm. Hinks, T. G. Moore, H. N. 
Packard, R. H. Penney, Martin 
Pick, Michael Renshaw, A. 
Robertson-Macdonald, and John 
L. Verrinder. 

Advisory panel to the confer- 
ence committee is: F. C. Hooper, 
Geor Mills, G. P. Simon, 
Claude Wallis, P. G. E. Warbur- 
ton, Alan M. Wilkinson. 


@ New officers—see Stop Press 


sonal and public service on 
behalf of advertising” to 
Hubert Oughton. 

The citation, signed by Nor- 
man Moore, was: 

“Member of council of the 
Advertising Association since 
1941. Honorary treasurer 
since 1953. 

“Founder-member of the 
Institute of Practitioners in 

pereeind, 1927, elected 
Fellow the Institute in 
1935 ; member of I.P.A. coun- 
cil since 1936 ; served as presi- 
dent, LP.A. for three years, 
1951-54. As president of the 
1.P.A., his was the inspiration 
and driving force behind the 
Institute's National Reader- 
ship Survey, 1954. 

“Member since 1938 of 
council of NABS. .. . 

“Throughout a long career, 
Hubert A. Oughton has given 
selfless and unstinted service 


ambition or private interest, 
have been steadily devoted to 
increasing the effectiveness of 
British advertising, raising its 
standards as a nationally- 
responsible profession and en- 
hancing its reputation both at 
home and abroad. 

 .. oe ~~ list of offices 
which he has filled, both in 
the Advertising Association 
and outside it, is a testimony 
to the esteem and affection in 
which he is held throughout 
his chosen profession.” 


PN chief retires 


J. H. Parham, joint managing 
director with PF. R. Lewis, of Pro- 
vincial Newspapers Lid. and a 
director of United Newspapers 
Ltd., retires from boards of both 
companies at end of this month 
but will remain on boards of all 
PN subsidiary companies. 


THESE NATIONAL ADVERTISERS USE 


OFFICIAL JOURNAL OF NALGO 


Minty Bookcases 
National Milk Publicity 
National Savings 
Observer 


3 STANHOPE ROW, MAYFAIR, W.!. - 


State Express 
Thorns Sheds 

Tom Long Tobacco 
Westminster Bank 
Whitaker's Almanack 
Whitehead Ind. Trust 
Woodhouse & Cavendish 
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[| §6§6356» AA _ SUBSCRIPTIONS ARE BOOSTED BY £9,000 
a | Resources fully committed to 


long-term development 


Advertising has responded to the Advertising Association’s 


if its 
rag A? os loos es eee subscriptions by more 


This is revealed in the association’s annual report for 1953- 
54, which gives the figure for subscriptions as £22,282, as 


London boroughs 
call for sign 
law revision 


The poy Be com- 
mittee of the 28 Metropolitan 


phi Cea 


Ai a staff party held last 


week Maxwell Edgar (eft), 
manager of Rex Publicity 
Studios, Glasgow, received a 
gold wristlet watch in recog- 
nition of 25 years’ service. 
The presentation was made 
by Alex Howie, chairman and 
managing director of the 
company. 


Irish Times Ltd. 
board changes 


Three new directors will be 
appointed to the board of the 
Irish Times Ltd. at the com- 

ny’s annual meeting on 
ember 13. 

This follows the acquisition of 
the bulk of the Ordinary shares, 
hitherto held by the Arnott 
family who acquired control of 
the paper in 1873, by Frank A. 
Lowe, present chairman of the 
board, George E. Hetherington, 
joint managing-director of 
Hely’s, the Dublin printers, 
Ralph Walker, a partner in 
Hayes and Sons, solicitors, and 
Philip R. Walker, a joint man- 
aging director of Walker's Ltd. 
and its associated companies. 

Sir Lauriston Arnott will cease 
to be managing director but 
will retain his seat on the board. 

The new directors will be Mr. 
Hetherington, Mr. Ralph 
Walker and Mr. Philip R. 
Walker. It is understood that 
Mr. Hetherington will be, the 
new managing director. 

The changes are being made “ to 
ensure that in all foreseeable 
circumstances the policy of the 
Irish Times newspaper shall 
remain unchanged.’ 


Westminster Press 


sell shares 


Westminster Press Provincial 
Newspapers, Ltd., have sold their 
shares in Lincolnshire News- 
papers, Ltd., publishers of the 
Lincolnshire Chronicle, to 
T. Bailey-Forman Ltd. 

Among the papers controlled 
by T. Bailey-PForman Litd., are: 
Nestiahens Guardian Journal, 
Nottingham Evening Post, Not- 
tingham Evening News, Notting- 
hamshire Weekly Guardian, Not- 
tingham Football Post and Sports 
Post, Notts Free Press, Whitley 
Bay Weekly Guardian, and 
ilkeston Pioneer. 


compared with £13,147 for the previous year. 


Comments the report ; “Mem- 
bers have responded generously 
to the suggestion that the amount 
of their subscription should be 
related in some measure to the 
size of their stake in advertising. 

“It is particularly gratifying 
that this response should have 
come from all categories of 
membership and not from any 
one of them, so that the com- 
munity of interest demonstrated 
in the aims and objects of the 
Association is still maintained 
in its financial affairs as it is in 
its general activities.” 

Appealing for continued sup- 
port, the report emphasises that 
the Association’s resources are 
fully committed in a long-term 
programme of development, not- 
ably of public relations for 
advertising. 


Tribute to E. J. Robertson 


Tribute is paid to the role of 
the action committee under the 
chairmanship of E. J. Robertson, 
in helping to secure this increase 
in subscriptions, 

Advertising contractors have 
— much of the attention 
of the advertisement investiga- 


tion department, the report 
shows. Over 20,000 copies have 
been distributed of the leaflet, 
Read the Contract First, intended 
to guide the small advertiser in 
assessing the value of space in 
such localised media as street 
maps, wall panels, and the like. 


Raising status 

As a further step towards rais- 
ing the whole status of advertis- 
ing in this field, the council has 
approved in principle draft 
Standards of Practice for firms 
offering advertising facilities of 
this kind and desiring to become 
members of the Association. 


Dr. E. M. Clayton-Jones, who’ 


was for several years assistant 
editor of the Lancet, has been 
appointed medical adviser to the 
Advertisement Investigation De- 
partment committee. 

The committee, of which 
Leslie W. Needham continues as 
chairman, records the active co- 
operation’ of many publicity 
clubs, a number of which have 
now appointed vigilance officers 
and enjoy the support of local 
chambers of commerce in this 
aspect of their work. 


Pictured at the second meeting o 
P. Jackson Feilden (Masius 


Boroughs in London have 
recommended the London 
County Council to review its 
lamp and sign bye-laws. These 
have been in existence in their 
present form for nearly 40 
years. 


Brighton plan 


signs move 


Brighton Corporation intends to 
“work round the Old Steyne” in a 
programme to get rid of advertis- 
ing signs which it considers detri- 
mental to amenity. 

W. C. Upton, chief town plan- 
ning assistant, revealed this during 
a Ministry of Housing and Local 
Government hearing of an appeal 
against the refusal of the Cor- 
poration, supported by the 
Regency Society of Brighton, of 
advertising signs more than 15 ft. 
above the pavement on a building 
in Old Steyne. 

Mr. Upton said the Old Steyne 
was the focal point of Brighton, 
and some of the Regency houses 
there had been listed as buildings 
of special architectural or historic 
interest. 

The Ministry’s decision on the 
appeal will be announced later. 


& 
(Lambe & Robinson Lid.), Dan Ingman (Young & Rubicam), PF. 


hunting Lid), Allan Blomfield (W. 


TV CIRCLE IS 


At the second meeting and 
dinner of the Advertising Agency 
Television Circle on Monday the 
need of a discussion group for 
agency television executives was 
confirmed. 

It was agreed that the main aim 
of the Circle was to provide for 
advertising agency television 


the Advertising Agency Television Circle are the committee (left to right) 
ergusson Lid.), P. Mellor (C. D. Notley Advertising Lid.), K 


. G. Macqueen 


Adnum (Spottiswoode, Dixon & 


. Crawford Ltd.), Barry Barron (McCann Erickson), Henry Hull (Lambe 

Robinson Lid.), E. Searle Austin (W. A. Gollings & Associates Lid.) and Drew Farish (Greenlys Lid.). 

K. Wright of Everetis Advertising Lid. and Leonard Garland of Garland Advertising Ltd. are also committee 
members but were unable to attend the dinner. 


TO CATER FOR INDIVIDUALS 


executives, and others who might 
be invited, discussions, lectures, 
meetings and conferences to pro- 
mote a better understanding of 
commercial television. 

It was also agreed that the 
Circle should consist of indivi- 
duals rather than agencies. An 
interim committee was elected to 
found the Circle and work out the 


constitution by February 1. 

The interim committee com- 
prises Dan Ingman (chairman), 
F. J. Adnum, Barry Barron, Allan 
Blomfield. Leonard Garland, 
Henry Hull, P. Jackson Feilden, 
E. Searle Austin, P. Mellor, K. 
Wright. 

Joint secretaries are Drew 
Farish and K. G. Macqueen. 
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ADVERTISER'S WEEKLY 


Public relations ‘a necessary function’ says 


Gable end signs) Newspaper Society 


STATEMENT ISSUED AFTER ‘COMMON 
INTEREST’ TALKS WITH IPR 


The Newspaper Society has issued a statement in which it recognises 
ye relations as “a necessary function to industry and government.” 
also emphasises the distinction between the practice of overall 


challenged 


Wigan Corporation planning | 
committee are to challenge two 
gable end advertisements which 
have been erected on shops in 
the town. 

Both the signs advertise goods 
which are sold in the shops. The 
Town and Country Planning Act 
provides that advertisements of 


Early bookings 


More than 100 reservations 
have already been made for the 
Classified Advertising Confer- 
ence, Grand Hotel, Birmingham, 
on February 15 next year. 


this nature can be displayed with- 
out the express consent of the 
local planning authority. 

But the Borough Engineer has 
stated that the two signs are in- 
jurious to amenity and, in one 
case, to public safety, and the 
Council has decided to ea 
them. Each sign is about 10 ft. 
6 in. high by 7 ft, wide. 


Dairy filmlets 


In conjunction with their public 
relations department, the Express 
Dairy (London) Ltd. have pro- 
duced three filmstrips, entitled 
“Clean Milk,” “History and Pro- 
gress of the Company,” and “You 
and Your Job.” 

A filmstrip in full colour, 
“From Farm to Consumer,” is 
now in preparation and will be 
shown to all visitors to their new 
Morden factory. Producers are 
Camera Talks. 


All Poultry show 
stands booked 


Maurice J. Seymour is again 

ess officer for the National 
‘oultry Show at Olympia on 
December 8 to 10. 

Organised by the two journals, 
Poultry World and Farmer & 
Stock-Breeder, the event will be 
the most representative of the 
trade ever staged. All stand 
space has been sold. 


The full statement, signed by 
R. W. Grundy, the Society's 
information officer, is as follows : 
At the request of the Institute of 

Public Relations, a mecting 

was held on November 18 

between representatives of the 

Institute’s press panel and 

representatives of the News- 


viewpoints and promote co- 
operation. 

The discussions have served to 
remove any impression that the 
Newspaper Society has at any 
time attacked either the 
Institute or the practice of 
public relations as defined by 
the_Institute. 

On the contrary, the Society 
recognises that public rela- 
tions, as so defined, is a neces- 
sary fanction to industry and 
government and has a special 
value to the Press in the matter 
of supplying news. The im- 
portant distinction between the 
practice of overall public rela- 
tions and the much narrower 
field of press relations is 
unan recognised. 

case of editorial publicity, 
has always recog- 
the Instituie’s regu- 


Hl 


states its view that the distribu- 
tion of editorial and photo- 
ic matter having no news 
concerning advertisers 


‘public relations and the “much narrower field” of press relations. 


matter, from whatever source, 
concerning advertisers or their 
products should only be pub- 
lished if possessing news value. 
The Institute recognises that the 
Society has a legitimate interest 
in thus warning its members 
and agrees that this recommen- 


matter. 

The practice of certain press 
age ot eas, “eae 
mts based on 


inches of editorial space ob- 
tained was jointly and rigor- 
ously condemned. 

It was pointed out that the Insti- 
tute’s first regulation con- 
demned “payment by results’ 
and rendered any member re- 
sorting to this practice liable to 
immediate expulsion. 

It was agreed that liaison be- 
tween the Society and the In- 
stitute would be maintained on 


recent report and controversial 
comments of “World's Press 
News” on November § and 12 


It deplores the fact that a pri- 
vately - distributed document 
dealing with free editorial pub- 
licity should have been pre- 
sented in “World's Press 
News” as an attack upon the 
tions. " 


Members of the Hertfordshire and Bedfordshire Advertisement Executives’ Association, in association with 


Herts. & Beds. Newspaper Proprietors’ 


ssociation, and their guests visited Vauxhall Motors Lid., at Luton, 


last Friday. Among the guests was W. G. Ridd, co director of the Newspaper Society. The party, pictured 
auxhall models being produced. 


above, saw the new 


E* gen me ot 
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One of the mobile display units 
being used in London and the 
provinces to promote the “News 
Chronicle’ Happy Life Christmas 
competition, 


£10,000 in prizes 
for Christmas 


competitions 


Both the Daily Express and 
Daily Mail are promoting £10,000 
Christmas competitions, backed 
by heavy advertising. 

In the Daily Express competi- 
tion, in which entrants have to 
choose 12 entertainers for a 
Christmas party, the first prize is 
£5,000 with four prizes of £1,000 
and ten of £100. 

The Daily Mail are offering a 
£2,000 first prize with 1,600 other 
prizes of £5 notes, The contest 
is based on choosing gifts for 
film stars. 

In addition, the News Chronicle 
are running a competition in 
which readers have to write in 
on the factors which are necessary 
to make a happy life. Prizes 
totalling £2,500 will be awarded. 

This contest is being launched 
with a heavy campaign in Lon- 
don with double-crown posters on 
the Underground and the rail- 
ways, and small advertisements in 
provincial newspapers. 


Rules benefit 
radio sponsors 


“Any radio station must adhere 
to a code of rules, and these are 
created simply and solely to aid 
the general level of broadcasting 
and increase the advertising value 
of radio. Regulations are planned 


to benefit the sponsor, not to 
hamper him.” 
So states G. Roos, director 


general, South African Broadcast- 
ing Corporation, in a foreword to 
a bouklet produced for advertising 
agents, sponsors and potential 
sponsors on Radio Springbok. 
Entitled Sound Selling, the 
booklet explains the work and 
results of Radio Springbok. 
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holding with leading news- : : ' 
paper, journalistic and adver- dation is justified, serving as a 
tising organisations to exchange it does a purpose which is 
entirely in line with the Insti- ’ 
i tute’s own standards in the f 
— 
matters of common interest : 
and that further meetings . 
would be held as necessary. a 
pe The Society considers that the 7” : 
have not accurately repre- 
lations are the means of re- sented its attitude and actions. 
moving some of the abuses 
with which newspapers have to 
contend. 
At the same time, the Society re- f 
a J 
/ “d 
ari: * Cle heh Bee 
¥ ‘ier <. any 6 - : | 5 
i , owt lee 0\9P, etn a a 
2a. An 9 ; - : — “or 
ON ey Nem OO ee : 
er 
TR a ieee: ? we _ f a ae . 3 ; ae EB t d os 
Eso oy ee cS > ees CS —  * Po.) c q 


gna 
2 ens pena 
+ 


ve 


; 
P 


Ter, 
* 


ere oF 9 ES He : te OES 


MOP ROOD 


ADVERTISER'S WEEKLY 


COCR UTE epee 


MOTE a ees 


This Remington typewriter poster, 
designed by J, Bainbridge and pro- 
duced by G. Street & Co., Lid., is 
now being exhibited on 150 London 
underground sites. 


Ideal Home feature 


on weddings 


A feature of the Daily Mail 
Ideal Home exhibition—to be 
held at Olympia from March | to 
26 next year—will be a wedding 
pavilion showing a wedding dress 
designed by Norman Hartnell. 


500 entries for 


There were 498 entries for the 
second British Paper Box Design 
Contest which was judged last 
Thursday. It was organised by 
the British Paper Box Federation 
and the British Carton Associa- 
tion in co-operation with the 
Council of Industrial Design, the 
Society of Industrial Artists and 
the Institute of Packaging. The 
entries will be on show at the 
Packaging Exhibition at Olympia 
in January. 

First prizewinners were: Alfred 
Kent & Son, Ltd., for an Eliza- 
beth Arden face powder con- 
tyiner ; Alfred Kent & Son, Ltd., 
for a box to take toilet articles 
for Pryce-Wright & Co., Ltd. ; 
Robinson & Sons, Lid., for a box 
for packing cut-peel for Kearley 
& Tonge, Ltd. ; Andrew Richie & 
Son, Ltd., for a confectionery 
box ; Mansfields (Norwich), Ltd., 
for a pack for corsets for Berlei 
(UK), Ltd. ; Andrew Levy & Co., 
Lid., for a box for stationery ; 
Alfred Kent & Son, Ltd., for a 
box for —— sugar bowl and 
cream jug for Worcester Royal 
Porcelain Co., Ltd.; R. H. Tal- 
madge for a St. Ivel Chester Cup 
cheese pack for Aplin and Barrett, 
Lid.; Alfred Kent & Son, Ltd., 
for a box to take cigarettes for 
Leverett & Frys, Ltd.; Hugh 
Stevenson & Sons, Ltd., for a gift 
box to hold sheets for Barlow & 
Jones, Ltd.; Robinson & Sons, 
Lid., for a round beaded shoul- 
dered Protectagrip case; Robin 
Walton (Medway College of Art, 
Rochester) for a pencil-box ; Tay- 
lowe, Ltd., for Anabalm ointment 
packet in patent display box for 
Crookes Laboratories, Ltd. ; PF. T. 
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‘Initial expense is 


quickly 


repaid’ 


RESEARCH ELIMINATES GUESSWORK 


Whatever the capital cost of an initial advertising campaign, it will 
repay itself more quickly than almost any other form of initial 


expense. 


This claim was made by A. Everett Jones, chairman of the Adver- 
tising Association’s publicity committee, when he addressed the 
Netherlands Advertising Association annual conference at Rotterdam 
last week on “How to estimate your advertising outlay and how to 


spend it,” 

Mr. Everett Jones stressed that 
advertising was not a “dead 
weight cost” ; on the contrary, its 
end result was to reduce the final 
price. But, he went on, in launch- 
ing 4 new product, advertising, in 
part, must be regarded as a capital 
cost, part of the price paid for 
entering into the market. Just as 
it was necessary to purchase plant 
or machinery, or premises, or 
equipment of any kind, so also 
one must put down a premium 
price to get as much demand as 
seemed reasonably possible. Mr. 
Everett Jones considered that one 
item of advertising outlay univer- 
sally wunder-estimated was re- 
search. Advertising was not a 
pure science by a long way, but 


judgment should never be just a 
hunch, and if research could 
eliminate guesswork, there was 
scarcely a price too high for it. 

What turned advertising money 
into good accountancy was the 
skill, the experience, the genius of 
the technique used. This exper- 
tise often looked so simple that 
many new advertisers believed 
they could do it themselves. When 
they tried, the only consolation 
they could enjoy was the rueful 
one that they had been very ex- 
pensively educated. In talking of 
advertising in purely financial 
terms, it must not be forgotten 
that an art and a technique went 
with it. 


second paper box design contest 


Judging the entries in the British Paper Box design contest are (left to 
right) A. G. Wright, Leonard Beaumont, Roy Courtice, Phyllis Garbutt, 
Jan Gerke and W. A. Cathles. 


Pillivant, Ltd., for a carton to 
hold box of powder and lipsticks 
for Max Factor & Co.; R. L. 
Shirley & Co,, Ltd., for an Easter 
egg shockproof carton for 
Nestlé Co., Ltd. ; Mardon, Son & 
Hall, Ltd., for a Matinée cigarette 
carton for Lambert & Butler; 
Metal Box Co., Ltd., for Polly- 
Min developing tank carton for 
Neville Brown & Co., Ltd. ; Wil- 
liam W. Cleland, Ltd., for Weskit 
pack for John McGuire; John 
Waddington, Ltd., for twin flask 
gift carton for W. & A. Gilbey, 
Ltd.; R. H. Talmadge for fold- 
ing confectionery carton for 
Batger and Co., Ltd.;: Mardon 
Son and Hall Ltd. for four- 
tablet soap casket for A. & F. 


Pears, Ltd. ; Jillian Vasey (Maid- 
stone College of Art) for carton 
for hairbrush. 

Judges in the competition were 
Leonard Beaumont, chairman, 
packaging group, Society of In- 
dustrial Artists, Roy Courtice, 
member of packaging group, 
Society of Industrial Artists, 
W. A. Cathles, Editor, Apver- 
tTiser’s Weexiy, A. G. Wright, 
former managing director of a 
London rigid boxmaking concern, 
H. E. Traves, former works 
manager of London carton manu- 
facturing company, Jan Gerke, 
executive of Marks & Spencer, 
Ltd., and Phyllis Garbutt, princi- 
pal, Good Housekeeping Institute. 


‘A reasonable 
arrangement’ 
says journal 


The Christmas issue of Good 
Housekeeping devotes a full page 
to the defence of advertising. 
Commenting on the attacks on 
advertising from time to time the 
article states : 

“In this season of amity, we 
feel moved to give to the irate 
ladies and gentlemen concerned 
a reassurance that the conduct of 
advertising and the press is not 
the .unprincipled activity they 
fear. 

‘Honest, intelligent’ 

“Manufacturers, and their 
advertising agents, are—as far as 
we have been able to discover, 
and we know a great number of 
them—honest, intelligent and 
business-like people, whose aim 
is to sell in the right market as 
successfully as possible. Publish- 
ing is a_ strictly three-sided 
affair : the success of the maga- 
zine depends primarily on the 
continued loyalty of its reader ; 
our advertisers’ support enables 
us to offer far greater value than 
two shillings would otherwise 
buy; and the advertiser is 
brought in touch with a recep- 
tive market for his products. 

“It seems to us a reasonable 
arrangement, whatever those 
critics of the press and advertis- 
ing may say.” 


‘Lowers prices 


of goods’ 


When the Aims of Industr 
Brains Trust met in Falkir 
recently, the panel unanimously 
agreed that advertising lowered 
the price of goods. 

The consumer. did not have to 
meet the cost of advertising ; and 
neither, they said, did the pro- 
ducer, for sound advertising 
creates the demand and leads to 
increased sales and_ increased 
profits. They also agree that the 
advertising of goods provided a 
guarantee of quality. 

A claim that the heavy cost of 
commercial television advertising 
would mean higher prices of the 
goods, made by Melville Din- 
widdie, Scottish Controller of the 
BBC at a luncheon meeting of the 
Glasgow Branch of the Incor- 
porated Sales Managers’ Asso- 
ciation, was denied by a member. 

Miss Jean Hannah declared 
that this was a fallacy refuted by 
experience, and that the most 
heavily advertised commodities 
cost the public less. 


Red letter day 


A direct mail letter printed on red 
Day Glo has been sent to advertisers 
and agents by Guy Pemberton, 
advertisement manager of Men 
Only, announcing that Men Only 
has sold over 500 pages of advertise- 
ments this year. 
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New sales drives launched — as detergent 


production booms 


‘ADVERTISING HAS ESTABLISHED LEVEL 
OF CONSUMER DEMAND’ SAY UNILEVER 


PRICE cuts in detergents mark the 


of a new 


sales drive by the leading manufacturers. Advertising, 
if anything, will be heavier, and there is no indication that 
coupon and other premium offers will cease. 


This is the general opinion of 
advertising executives in the deter- 
gent market. 

Unilevers have cut the prices 
of Surf and Omo from Is. 11d. 
to Is. 8d., Persil and Rinso from 
ls. 8d. to Is. 6d. and Wisk from 
Is. 6d. to Is. Sd. Large spaces 
have already been taken to 
announce the price cuts for 
Rinso and Persil. 

Unilevers state : “The extensive 
advertising and couponing cam- 
paigns of the last few years have 
now established a level of con- 
sumer demand for the new Uni- 
lever synthetic detergent products 
which has enabled their factories 
to realise the full efficiencies of 
large-scale powder manufacture. 
The temporary price advantages 
of couponing have now been 
converted into a lower price 
level.” 

A Unilever spokesman told 
ADVERTISER'S WEEKLY that there 
was little likelihood of couponing 
being abandoned entirely. “It is 
a good advertising medium. 
Selection of media is always made 
on its merits.” 

The price cuts are to be adver- 
tised extensively, mainly by small 
announcements in the existing 
advertisements. It is not expected 
that there will be any extensive 
changes of copy. “We don’t like 
changing horses in midstream, 
and each product has an indivi- 
dual story to tell,” said the 
spokesman. 


Coupons to continue 
Colgate are cutting the price of 
their Fab from Js. 11d. to Is. 8d. 
Full pages are to be taken in the 
grocery trade press to inform re- 


tailers. Details of consumer 
advertising have not yet been 
released. 


A Colgate representative said: 
“We do not think the price cuts 
are likely to stop gift coupons.” 

The Co-operative Wholesale 
Society are cutting the price of 
Spel by 3d. a packet. 

J. Bibby & Sons, Ltd... who 
market Clozone, state they are 
not contemplating price cuts, and 
there will be no change in 
marketing policy. 

Hedley’s yesterday (Wednesday) 
announced substantial price cuts 
for Oxydol, Tide, Daz, Sylvan 
flakes and Fairy soap. 

The national newspapers wel- 
comed the reduction in prices. A 
leading article in the Daily Sketch 
said it demonstrated the virtues 


of genuinely vigorous competi- 
tion. It continued: 

“The new detergents which 
have revolutionised the washing 
process have been pushed on the 
market with great enterprise and 
ingenuity in advertising. But the 
enterprise and ingenuity were the 
by-products of competition. It is 
a total fallacy- to suggest that 
advertising adds to the price of 
goods. Advertising helps the 
buyer as much as it helps the 
seller. For it enormously in- 
creases demand, and it is cheaper 
to produce for a large number of 
customers than for a_ small 
number.” 

Stated the Daily Express : “The 
saving on the nation’s washing-up 
bill will work out at £7 million a 
year. And it all comes about 
because, says Unilever, sales are 
booming. That is just as it should 
be. Better business should always 
benefit the customer.” 


Co-operative Press 


ad revenue up 
Increases in general advertising 


. revenue of more than £40,000 and 


in collective advertising of more 
than £11,000 are shown in the 
half-yearly report of the Co- 
operative Press Ltd., which 
reveals a half-year turnover of 
£394,120, or £54,278 more than in 
the corresponding period last 
year. 

Printing revenue was up by 
£13,000; sales of publications 
down by £10,566. 

After making provision for 
depreciation, interest on shares 
and loans and various appropria- 
tions through the final revenue 
account, there is a surplus of 
£4,790 which it is proposed 
should be carried to the contin- 
gency fund. 
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The window of Joseph Burton's Lid. of Nottingham which won this 


year's Mars “Show and Sell’ contest. 


Thousands enter window display 
contest—Nottingham winner 


The winners of the sixth Mars 
“Show and Sell” contest were 
Joseph Burton's Lid., Notting- 
ham, who were awarded the Mars 
Challenge Cup and £100. Second 
prize of £50 went to Amos Hin- 
ton & Sons Ltd., Middlesbrough, 
and third prize of £25 to 
W. Purdy Ltd., Caister-on-Sea, 
Norfolk. 

Thousands enter for the com- 


petition every year, which is 
claimed to be the biggest in the 
confectionery trade. This year 
the number of entries received 
was far greater than ever before. 

The judges were “Displaymax,” 
Robert King, past president of 
the National nion of Retail 
Confectioners, and George 
Towers, art director of Masius 
and Fergusson Ltd. 


LCC asked to 
control Thames 
advertisements 


Lambeth Borough Council 
has recommended that the 
control of riverside advertise- 
ments should be dealt with by 
the London County Council, 

They feel that this would 
enable the Thames to be 
maintained as “the greatest 
single amenity in the county 
of London.” 


Hire-purchase ads to state full price? 


Precise information about 
price of goods in advertisements 
for goods issued on hire-purchase 
terms is proposed in a recom- 
mendation to be issued to 
member newspapers by the joint 
advertisement committee of the 
Newspaper Proprietors’ Associa- 
tion and the Newspaper Society. 

The new recommendation, 
which is based on advice from 
the Retail Trading-Standards 
Association, urges that every 
advertisement offering goods on 
hire purchase should state the 


cash price of the goods and also 
the total price in hire-purchase 
terms or, alternatively, the 
number of stated payments. 

The recommendation applies 
only to advertisements which set 
out specific hire-purchase terms ; 
it does not refer to an advertiser 
who merely draws attention to 
the fact that credit facilities are 
available. It is in keeping with 
the Hire Purchase Act, which re- 
quires similar information to be 
given to the purchaser at point 
of sale. 


Journal plans new 


. 
dealer-aid series 

With its enlarged page-size—to 
be introduced in the first issue in 
January—Furnishing World has 
planned a new service for its 
readers, 

Experts in various branches of 
retailer selling have been com- 
missioned to present, in a series 
of articles, the latest trends in 
merchandising. 

The articles are designed, says 
the magazine, to assist all retailers 
to achieve maximum efficiency. 
Practical advice and method in- 
struction will be given, and will 
be illustrated by case-histories of 
retailer initiative. 

Subjects to be covered by the 
series include stock control, hire 
purchase, shop layout, business 
promotion and advertising. 


First post-war reps 


Representation in London and 
Manchester of the Western Tele- 
graph Haverfordwest—the county 
paper of Pembrokeshire - 
been undertaken by 
Alliances Lid., whose apointment 
dates from December 1. The 
Western Telegraph was repre- 
sented in London before the war, 
but ceased to have an office in 
the capital soon after 1939. The 
paper is one of the few pro- 
vincial weeklies selling at 4d. 
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Goodyear sales 


appointments 


A. 1. Pendree has been appointed 
al sales manager and Milton 
Meyer director of sales of the 
Goodyear Tire and Rubber Co. 
Mr. Meyer was previously manager, 
Near East and African division, and 
former managing director of Good- 
year-Ind'a. r. Pendree, who 
recently completed 25 years’ service 
with Goodyear, was successively 
divisional manager in Ireland, in 
1934, manager the western 
division in 1937 and became 
hern division manager in 1945. 
was appointed as ass'stant gen- 
eral sales manager of Goodyear in 
April 1949. 
Donald Gow has been appointed 
Goodyear’s financial director. 
+ . . 
Norman Wilson, art director of 
Charles F. Higham Ltd., has left 
for South Africa for six months. 
Until his return, L. W. 
associate art director, will deputise. 
R. J. Riggs, formerly with the 
Rootes Group advertising depart- 
ment, has taken up an appointment 
as market research executive with 
Charles F. Higham Lid. Before 
oining the Rootes Group. Mr. 
Brigss was guaghoves by Banks in 
Norway and Denmark on English 
economic research. 
* - 7 


Philip Dorte, the BBC's producer 
of the “War in the Air” series on 
television, has resigned from the 
BBC, He will leave them on 
December 3 to join Norman Collins, 
the former BBC TV chief, at the 
Associated Broadcasting Develop- 
ment Co, Lid, 

7 


Donald 8. MelLauchlin, of 
Montreal, has been appointed 
manager of Canada Review in 
London in succession to Robert 
Giddens. He has had nearly 20 
years of sales and advertising 
experience in Canada and the 
United States and most recent! 
was senior account cxecutive wit 
Walsh, Montreal. Previously he 
was advertising manager for Trans- 
Canada Air Lines. Mr. Giddens, 
who came to England from Canada 
in 1935, is leaving Canada Review 
to give more ume to his own 

blishing concern, the lee Hockey 

orld and sister publications, 
. * 


Arising from the impending re- 
tirement of J. Kearns, secretary of 
the Liverpool Co-operative Society, 
and the appointment of W. Farn 
as oumeral secretary and chief 
executive officer, J. R. W 
head of the publicity department, 
will be appointed assistant general 
manager from a date not yet 
determined. 


* 


S. Pickard has joined Col- 
man, Prentis & Varley, Lid., as a 
marketing executive. He was for- 
merly merchandising manager to J. 
Lyons & Co., Lid. (Bakeries), of 
Cadby Hall, and before that was a 
manufacturer's sales manager. He 
is a member of the Incorporated 
Sales yal Association, and is 
29 years old. 

* aa 

John Marphy, principal of the 
John Murphy Organisation, press 
and public relations consultants, has 
been elected a fellow of the Institute 
of Directors. 

- * * 

L. J. P. Bedford, general mana 
of Southport Publicity and 
Attractions Department, has been 
sqreeee spa director to the City 
of Bath. 


40 years—one firm 


C, A. Cummins, Surrey Comet 
advertisement manager for over 
fifteen years, has retired after more 
than forty years with the firm. His 
— has been filled by A. E. 
freagus, previously assistant adver- 
tisement manager. Miss B. M. 
Spring, daughter of the late E. A. 
Spring, who was Mr. Cummins’ pre- 
decessor, has been appointed assist- 
ant manager. 

* * . 

Peter D. Watson, works manager 
of F. Johnston & Co,, Lid. pro- 
gristers and printers of the Falkirk 

erald, has just completed 50 years’ 
service with the firm. On behalf of 
the directors, F. M. Johnston, 
managing director, presented him 
with a gold wrist watch. 


A. H. Pendree. 


Will C. Grant makes 
_ top-level changes 


Will C. Grant, president of Grant 
Advertising, Inc., has announced 
that from January 1 the agency's 
New York operations are being ex- 
panded. Tom >» president 
of Cecil & Presbrey, Inc.; will take 
over as executive vice-president in 
charge of Grant’s New York office 
and will also serve as a member of 
the agency's executive committee. 
Five other Cecil & Presbrey 
executives will join Grant's New 
York office at the same time, to take 
part in the expansion programme. 

Jack Baithe, who has been with 
Grant's New York office for six 
years as director of public relations 
for the company’s domestic offices, 
will now also assume responsibility 
for the development of the agency's 
public relations services throughout 
Grant's network of 24 foreign 


offices. 

Hugo Vogel, former head of 
Grant's London office, who re- 
turned to New York a year and a 
half ago to head the New York 
office, is returning to Chicago to 
“work closely with Mr. Grant on a 
new assignment there,” it was 
announced recently. 


At the Golden Jubilee dinner | Lodge Ay Lid., are (l. to r.) Ut-Col. 


T. B. Browne, chairman of T. 


Browne 
Wilfred Andrews, and the 


Co., Lid., agents for Lodge, 
of Camden, 


Hows, advertising manager of 

Lid., on Saturday married 

Miss J. Milne. The wedding took 
place in Winslow, Bucks. 


os * * 


Victor A. Bennett, president of 
Victor A. Bennett Co. Inc., of New 
York, and one of the proprietors 
of Pemberton, Freeman, Bennett & 
Milne Ltd., has returned to New 
York after a three-week visit to 
Britain. While in Britain, Mr. 
Bennett discussed clients’ 1955 
advertisin — for the United 
States an anada. 


a * * 


B. W. Galvin Wright, publicity 
controller of Imperial Chemical 
Industries Ltd., has been co-opted 
to the executive committee of the 
Incorporated Society of British 
Advertisers. 

* - * 


lan MacPhail, who joined Dexion 
Ltd.. makers of slotted angle iron 
for industrial purposes, two years 
ago, has now been appointed the 
firm's PRO. 
(See Mainly Personal, page 552) 
* * * 


Arrow Press Lid fave announced 
that E. C. Lincoln, who has repre- 
sented their group of technical 
journals for the past year, will now 
be engaged solely on Fuel Efficiency, 
and Keith Cudlipp, a new member 
of their staff, will represent Indus- 
trial Finishing. John Olivere has 
joined the company and will repre- 
sent Gas Times and its associated 
annuals. 

* 7 - 


G. S. Howard, advertisement 
manager of the Stratford Express. 
has been elected treasurer of the 
Clarondale Lodge, of which he is a 
Founder Member and Past Master 
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She saw it 
advertised 
in the PIC 


“I know you'll be pleased to learn how delighted we 
are with the results of the mail order advertisements 
we inserted in the Sunday Pictorial” says Mr. 
Arnold 8. Ross, Sales Director of Smartwear 
Limited. “In fact, they have been proved to 
produce a lower cost per enquiry than any 

other newspaper.”” 

Mr. Ross is only one of the many big sales 
executives who have discovered the 

astonishing pulling power of the Sunday 
Pictorial. There is no mystery about the 

reason of course. The Sunday Pictorial goes 
into one out of every three homes in Great 
Britain on the best advertising day of the 

week. On the day the whole family have time 
to read it at leisure, and advertising messages 
sink in. The Sunday Pictorial appeals 
particularly to women—who so often have the 
¢reatest influence on what the family buys. 


one person in three reads the Sunday Pictorial 
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PR Institute to hold first membership 


examinationin 1956 


‘GROWTH IN APPRECIATION OF PUBLIC 
RELATIONS” SAYS ANNUAL REPORT 


DMISSION to the Institute of Public Relations as a 
Member will in due course only be open to those who 


have 


an examination set by the Institute. The 


examination will be introduced in the autumn of next year 
and the first intermediate examination will be held in May, 


1956.’ 


This is announced in the annual 
report of the ‘Council of the 
Institute of Public Relations, 
which comments on the steady 
growth in the membership and 
status of the Institute. 

It states: “Public relations is 
now recognised and accepted as a 
definite fheld of specialised work 
which requires from its practi- 
tioners extensive knowledge of 
communications media, planning 
and administrative ability, sus- 
tained effort and experience in 
human relations. 

“That this has now 
been attained is in no small part 
due to the efforts of the Institute 
over the last few years to en- 
courage the highest possible 
standards of practice and thereby 
enhance the status of public 
relations. 

“Perhaps the best evidence of 
this progress is shown in the 
remarkable increase during the 
year of the use of public rela- 
tions services by ‘national asso- 
ciations, commercial organisations 
and industria! firms. 


*Can claim credit’ 


“This substantial growth must, 
in the main, be attributed to a 
better appreciation of the impor- 
tance of public relations—for 
which the Institute can claim 
some credit by reason of its 
having continued to seek-——by all 
means in its power—to promote 
confidence in the work of its 
members.” 

During the year, following ap- 
proval in principle at the previous 
annual meeting, membership 
structure of the Institute was re- 
vised. Grades of membership 
now cover Fellows, Members, 
Associates and Overseas Asso- 
ciates, 

Total membership at the end of 
June this year was 484, an in- 
crease of 93 over the previous 


ear. 

On education, the report states 
that the education sub-committee 
has been mee in the prepara- 
tion of a detailed syllabus for the 
Institute examination and in the 
investigation of existing educa- 


tional facilities in London for the 
various examination subjects. 

The report continues: “It has 
long been apparent to the Council 
that, whereas it is difficult for 
potential public relations officers 
to study public relations without 
an authoritative text-book on the 
subject, no text-book is available 
in this country. 

“Two publishing houses were 
approached during the year, and 
both expressed themselves as 
being interested in the project. 
The Council is arranging further 
meetings with the publishers to 
determine the choice of house, 
publishing dates and selection of 
an editor. 

“It would, at this stage, be pre- 
mature to forecast any date of 
publication, but the Council is 
aware of the urgency of this 
matter.” 

Discussing the Institute of 
Practitioners in Advertising ex- 
amination in public relations fol- 
lowing the decision to broaden its 
membership, the report states that 
the Institute of Public Relations 
was approached to assist in the 
planning and operation of the 
examination, and goes on: “After 
careful consideration the Council 
felt it must decline this approach 
from the IPA since it considered 
——as a matter of principle—that 
the subject as such could not be 
included in an advertising exam- 
ination syllabus as one among 
other ‘specialist’ subjects such as 
‘copy’ or ‘outdoor advertising.’ 


Council’s aid 


“It was glad to assist, however, 
by bringing the IPA’s request to 
the attention of three council 
members engaged in advertising 
agency practice, who are now 
assisting the IPA,” 

In the report the Council places 
on record “its deep gratitude and 
sincere appreciation of the loyal 
and unstinted services rendered to 
the Institute and to public rela- 
tions” by the Institute's honorary 
secretary, Norman Rogers. Mr. 
Rogers is not seeking re-election. 

The report will be presented by 
the chairman of the Council, R. A. 


onoen NOW 10 
AVO!D DISAPPOINTMENT 


This paw has been issued by the 

British Turkey Federation for their 

“Eat More Turkey” campaign. It 

will be displayed by retailers 

throughout the country. Agents: 
S. C. Peacock Ltd. 


Paget-Cooke, at the annual meet- 
ing of the Institute to be held at 
Caxton Hall, Westminster, to- 
morrow (Friday). 

At the meeting a report will be 
given on progress made on a 


IPR CONFERENCE 


The annual conference of the 
Institute will be held at Bath, 
the week-end beginning April 29, 
1955. Over 200 are expected to 
attend. 


public relations programme for 
the Institute. 

The new _ president, Lex 
Hornsby, public relations officer, 
Ministry of Labour, will be 
inducted and other officers will be 
elected. 


Link with Paris 


Farmer-Herbert Advertising 
Ltd.. of Manchester and Hull, 
have completed arrangements 
with the Dourdin Institute of 
Industrial and Social Research, 
Paris, for the mutual exchange of 
marketing information and public 
relations services. 

Paul Short Ltd., an associate 
company of the Farmer-Herbert 
Organisation, will advise and 
exchange ideas with French asso- 
ciates on public and press rela- 
tions activity in this country. 

Marketing information and 
intelligence service will be sup- 
plied to British advertisers cover- 
ing France, the French colonies 
Germany, Italy, Spain, Switzer- 
land, Belgium, the Low 
Countries, and Scandinavia. 


Ads announce new 


X-ray centre 

Philips Electrical Ltd. opened 
their new X-ray centre at the 
Century House showrooms, 
Shaftesbury Avenue, last week. 
Double-page advertisements in 
technical journals announced the 
opening, and in future, some of 
the trade press advertisements for 
Philips X-ray equipment will 
state that the equipment por- 
trayed can be seen at the X-ray 
centre. Their advertising is han- 
died by Erwin Wasey & Co., Ltd. 


AD RATES CUT 


Full-page advertisements in the 
catalogue of the Birmingham 
section of 1955 BIF will be re- 
duced to £30, compared with £35 
for the 1954 edition. 

To conform with the policy of 
the London ofganisers, no ad- 
vance edition will be issued, but 
the home edition has been 
increased to 25,000 copies. 


In this display recently installed by Herald Displays Ltd. at the Orient Line 


window in Cockspur Street, the g 
the street front. The 


ass front can be lifted and let down from 
display was visualised and designed by J. Riches, 
designs director of Herald Displays Ltd. 


deck scene were devised by J. Drury. 


The figures appearing in the 


ABC. Figures 


CAMBRIDGESHIRE TIMES GROUP 
Jan. to June 1954 66,63 1 


Copies 
Weekly 


London Representative : W. H. WALMSLEY 


6 Fleet Street, £.C.4 


Northern Reprerentative : ARNOLD ELLIS 
4 Cromford House Manchesser 4 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
Tel. Coneral 9353 
Tel. Blackfriars 6967 
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Use this popular morning newspaper 
to advertise in the largest and richest 
market in the Provinces. . . . 25/- s.c.i. 


Birmingham Gazette... 


CORPORATION STREET, BIRMINGHAM, 4. TEL: CENtral 8461 
ERNEST LUMSDON «~ London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170, FLEET STREET, LONDON, €.C.4, TEL: CENersi 3265 
Leeds Office: 11, ALBION PLACE, LEEDS, Tel: LEEDS 24996, Menchester Office: MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER, 2, Tel: BLAck{riers 3990 
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Aspro expansion 
of marketing 


and sales plans 


Aspro Ltd. expansion and 
development plans are being 
strengthened by sales and market- 
ing appointments at board level. 

W. J. Lloyd has been appointed 
to the board as sales director 
after five months with the com- 
pany as general sales manager. 
He was director of a marketing 
consulting practice when, in 
1948, he was appointed general 
sales manager to an associate 
company in the Mars Group, 
where, in 1952, he became sales 
director. : 

The other appointment is that 


of John A. Cochrane, who will’ 


be director in charge of develop- 
ment for the Aspro Group of 
companies. He will also become 
managing director of Nicholas 
Laboratories Ltd. ; 

Mr. Cochrane was with the 
pharmaceutical division of ICI 
and in 1952 became director of 
ICI (export). Later in that year 
he was appointed vice-president 
of G. D, Searle International 
Company, of Chicago, and in 
March last year became manag- 
ing director of G. D. Searle Co. 
Ltd, in this country. 


Growing market 


in Malaya 


A large market for consumer 
goods is being created in Malaya, 
states F. D. Armstrong, chairman 
and managing director of H. W. 
Carter & Co., Ltd, makers of 
Ribena and Quosh, who has just 
returned from a 33,000-mile tour 
in the Far East and Australia. 

“The rising standards of livin 
among the population in suc 
countries as Malaya, herald a 
new era of potential British trade 
that is greater than we have ever 
known,” he said. 


NewsprintfromCanada 


During October, Britain re- 
ceived 28,000 tons of newsprint 
from Canada, the Newsprint 
Association of Canada has an- 
nounced. This was 8,000 tons 
more than in October last year. 
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One of the new lorries now | used by Warerite Lid., to publicise their 


Warerite laminated plastics. 


@ tail and side-boards of the lorry are 


fitted with Warerite laminated plastics, bonded to an aluminium core. 
Reproductions of coloured plastic table-tops, figures and slogans are 
superimposed against a background of grey star-dust. 


DPSPA DELEGATES SAY— 
‘US screen printers are 


30 years ahead of us’ 


American silk screen printers 
are using machinery ich is 
some 30 years ahead of anything 
in ones in this country. This 
is the opinion of the four dele- 
gates of the Display Producers’ 
and Screen Printers’ Association 
who visited the United States and 
went to the American Silk Screen 
convention in St. Louis. 

On the ue they visited New 
York and Chicago and, in the 
main, were impressed with what 
they saw. The delegates were 
F. J. LeMay, the Association's 
vice-president (Supasigns Ltd.), 
R. Foster (R. Foster and Co. 
(Display) Ltd.), R. Olley (Olley 
and Rowley Ltd.), and P. Sprinzel 
(Studio Sprinzel Ltd.). 


‘Green with envy’ 


“Some of the equipment made 
us green with envy,” said Mr. 
Foster. Everything was mechan- 
ised and even in the larger 
factories staffs were kept to a 
minimum. 

He said that with the excep- 
tion of metal work he was sur- 
prised that so little attention was 
paid to the problem of quick-dry- 
ing inks. It was no good turning 
out 3,000 to 4,000 showcards an 
hour, as some firms did, and 
on have to rack them while they 
ri 


Mr. Olley said that although 


Films can tell Scottish success story 


Scotland's major industries 
must make fuller use of the 
cinema if we are to hold our 
place in the markets of the world, 
said J, Henderson Stewart, MP, 
joint Parliamentary Under- 
Secretary of State for Scotland, 
at Glasgow last week, when he 
opened a conference on “The 
Film in the Service of Industry.” 

The cinema was said to have 
a bigger influence on fashion 
than any other single agency, he 
said. To-day the screen included 
television, with its vast and 
growing world audiences. An 
industry with a prestige story to 
tell had at its hand a medium by 


which it could reach an audience 
of millions. 

Several Scottish industries had 
produced films which told the 
story of their enterprise with 
great success, and it was difficult 
to understand the reluctance of 
others to make use of the 
medium. 

Recently the Secretary of State, 
acting through the Scottish 
Council (development and in- 
dustry), had revived the Films of 
Scotland committee, whose func- 
tion was the projection of Scot- 
land by means of film. This was 
an agency to which industries 
anxious to make use of the screen 
could turn for help, he said. 


America was so far advanced 
mechanically, technically speak- 
ing both countries could teach 
each other a great deal. Except 
for one or two jobs the half-tone 
work he saw was not up to the 
standard produced here. 

But the metal sign work was 
far better than anything he had 
ever seen before, 

It must be remenibered, how- 
ever, that the raw material ayail- 
able to the Americans was far 
better than British screen printers 
had to work with, he said. 

Reporting on the St. Louis con- 
vention—which was attended by 
1,500 delegates from the United 
States and from many overseas 
countries—the delegates said they 
were given one of the warmest 
receptions that they had ever 
known. They conveyed greetings 
from the president of the Display 
Producers’ and Screen Printers’ 
Association in this country, F. J. 
Clements. 


Visitors, orders 
break records 


A record number of visitors— 
168,209, including 700 from over- 
seas—went to the Cycle and 
Motor Cycle Show which closed 
at Earls Court on Saturday. 

The number of orders and 
enquiries also broke all records. 
Orders included 1,000 cycles for 
the Pakistan department of Agri- 
culture, 5,000 scooters a year for 
Sweden and an American contract 
worth 500,000 dollars. 


1,250 house journals 


There are 1,250 staff magazines 
published in the British Isles 
with a readership of eight to ten 
million, John Stafford, editor of 
Leeds Permanent Building 
Society staff magazine, estimated 
in a talk to the Leeds Centre of 
the Building Societies’ Institute. 

He said that these publications 
ranged from duplicated news 
sheets printed im newspaper 
form, and pocket magazines, to 
full-sized magazines, and even 
pages in the local newspaper. 
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ICC praise for 
Alan Whitworth 


The International Chamber of 
Commerce are to send a message 
of congratulation to Alan Whit- 
worth, director of the Incorpor- 
ated Society of British Adver- 
tisers, on his completion of 25 
years with the Society, and 
expressing their appreciation of 
his services to advertising. 

At the meeting of the Commis- 
sion on advertising of the ICC, 
held in Paris last week, the 
chairman, Ivor Cooper, drew the 
Commission’s attention to Mr. 
Whitworth’s 25 years as an 
official of the ISBA, and said that 
he believed Mr. Whitworth was 
the first official to achieve inter- 
nationally such a record in the 
interests of an organisation 
devoted to advertising. 


‘Vast new public’ for 


first boat show 


More than 130 firms will be 
exhibiting the latest yachts, 
cruisers, engines, sails, paints, 
furnishing and other accessories 
at the first National Boat Show, 
to be held at Olympia from 
December 30 to January 8. 

Sponsored by the Daily 
Express, the exhibition is de- 
signed to “introduce the pleasures 
of sailing and boating to a vast 
new public.” 

A special feature will be an 
information centre where visitors 
will be able to obtain advice 
about the purchase, registration 
and insurance of boats. In- 
formation will also be available 
about the hire of boats for holi- 
days. —_—_———————_ 


Looking Ahead... 


The front cover of a brochure pro- 
duced by T. B. Browne Lid. as part 
of the winter sales drive for Moss 


Bros & Co., Lid. The brochure 
states: “Let's face it, there is no 
escaping winter. To think about 
overcoats and other items for your 
winter wardrobe before being caught 
out by a sudden fall in temperature 
is a wise precaution.” It was printed 
by St. Clements Press Ltd. 
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68 countries . . . 3 million miles of travel ... 
it’s all in the year’s work for 


“ENGLISH ELECTRIC’ 
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68 paises ... mas de 5 millones de kilémetros de 
viajes ... esto es parte del trabajo de un aio de la 


“ENGLISH ELECTRIC 
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TO THE RIGHT PEOPLE ! 


Who are the people around the world 


. . who are your best prospects ? 

. . who have money to spend? 

. . Who buy for their families, their companies, 
their governments? 


Who are these people ? 


They are the over half a million subscribers and 
news-stand buyers of LIFE INTERNATIONAL and 
LIFE EN ESPANOL. 9 out of 10 are in business, 
government and the professions—the majority in 
positions of influence. And almost all pass along 
their copies to families, friends and associates. 

Every fortnight these two magazines—one in 
English, one in Spanish—speak a language all these 
people understand: the universal language of 
pictures. They speak from pages that stand out in 
quality of printing and colour reproduction — pages 
larger than any other international magazine's. 

As a result, LIFE INTERNATIONAL around the 
world and LIFE EN ESPANOL throughout Latin 
America have the same kind of impact on readers 
as LIFE has in North America. 


No wonder so many leading international com- 
panies—like The English Electric Company Limited 
—are speaking to their best customers and pros- 
pects around the world in LIFE INTERNATIONAL 
and throughout Latin America in LIFE EN 
ESPANOL. 

If you’d like to learn more about speaking to the 
right people, write for your free copy of More Facts 
about LIFE International Editions. 


TIME & LIFE SUILDING, NEW BOND STREET, LONDOW wi 
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ADVERTISING 
DIVIDENDS 


every marketing expense in- 
creases the cost of the product 
to the consumer. 


It is clear that the critics under- 


The truth, however, is simply 
stated in a Unilever state- 
ment on price reduction: 
“The extensive ady and 
couponing campaigns 
last few years have now estab- 
lished a level of consumer de- 
mand for the new synthetic de- 


the full efficiencies of large- 
scale powder manufacture.” 


The “Daily Sketch” com 
the answer to the om so 
economists: 


“It is a total fallacy to suggest 
that advertising adds to the 
of goods. Advertising 

elps the buyer as much as it 
helps the seller. For it 
enormously increases demand, 
and it is cheaper to produce for 
a ¢ number of customers 
than for a small number.” 


The success of the detergents em- 
asises the importance of 
nding and nation-wide ad- 


recent Board of Trade retail 
sales indices which show 
marked advances by large and 
independent retailers. 

There can be little doubt that the 
greatest triumphs are in stan- 
dard lines, sold and advertised 
nationally. The customer is 
making less decisions when 
actually in the shop. More 
often she has been persuaded 
first by Rag mm y — and then 
begins hunt for a specific 
product. 
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Talking Points 


Loophole suggestion over shop wall 


poster site scheme 


(Sj ONSIDER ABLE excitement developed behind the scenes 
of the poster industry when this column revealed plans 
for the exploitation of hundreds of “deemed consent” sites 


in the London area. 


The scheme was to make sites 
on shop structures. This is per- 
missible if they are used to adver- 
tise only goods offered for sale in 
the shop. 

Some sections of the industry 
were worried that such develop- 
ment would lead to further legis- 
lation and new restrictions. 

Now the Association of Muni- 
cipal Corporations are about to 
step into the picture. They state: 

“On a number of occasions 
we have considered the effect of 
Regulations 8 and 12, by virtue 
of which certain advertisements 
may be displayed on business 
premises without express consent 
being required, subject to the 
right conferred on the local plan- 
ning authority to serve a notice 
requiring the advertiser to apply 
for express consent. 

“The intention of these regula- 
tions was to assist a trader in his 
business by allowing him to ex- 
hibit those advertisements that 
are usually associated with his 
business. 

“We are concerned at what a 
pears to be a ‘loophole’ in the 
regulations, and we propose to 
discuss the matter with the Minis- 
try of Housing and Local Gov- 
ernment.” 

The hope now is that some 
understanding can be reached 
between the outdoor industry 
and the planners before the 


Government feels action is 
necessary. 
Negotiation is better than 
regulation. 
RHYME AND 
REASON 


HAT do you do when you 

make a silly spelling mis- 
take in an ad.? In Scotland they 
break into verse. 

In a display in Practical 
Motorist, the word “seized” was 
spelt “siezed.” 

Five lines in rhyme from a 
critical reader urged : 

So gentlemen, please, if you 

seek to impress, 

Spell advertisements right or 
your sales may be less. 
Ten lines bounced back from 
the advertisers, Ferguson & 
Timpson Ltd. They apologised : 


We were “working to rule’ on 
the i's and the e's, 
And forgot the exception. 
Forgive us, Sir, please. 
Both were published in the 
editorial columns. 


A ROSE BY ANY OTHER 
NAME... 


TRANGE how names of 
products are born, develop 
and sometimes even die... . 

Take the case of a recently 
marketed bath tablet. It was an- 
nounced as Deo-bar, but within 
a week the spelling had been 
changed to Deoba. Why? 

“To overcome packaging diffi- 
culties and to strengthen the 
connection in the name of 
deodorant-bath,” the makers ex- 
plain, 


TOO TECHNICAL 


OME copywriters swear by 
technical data for ads for 
TV sets, radiograms and similar 
products. 
But can’t it be overdone? 
Look at this example: “Crystal 
cartridge high fidelity low record 


wear pick up with reversible dual 
sapphire styli.” 

Bristol Evening Post columnist 
“Blackboy” found it, and he ad- 
vises advertisers (“the worst 
culprits when it comes to using 
words beyond the understanding 
of the ordinary reader”): “You 
may know all about crystal cart- 
ridges and sapphire stylis, but 
you can bet your life there are 
thousands who have never heard 
of either.” 


ALK of the town among PR 
men is the grand-scale plug- 
ging for branded products being 
done by comedian Jimmy 
Edwards & Co. in his new show. 
Whether it’s just for fun, or 
what, is not known to this column, 
but the bewhiskered “professor” 
and his supporting cast are re- 
rted to be mentioning Bendix, 
hitbread, and Tide. 


ARNING being sent out 
with a new Whitbread 
extra strong ale reads: 

Owing to the high alcoholic 
content of this ale discretion 
should be used in its con- 
sumption. 

Don't they want to sell lots of 
the stuff? Or do they think this 
line of approach will tempt the 
drinking classes ? 


TO-MORROW’S TOPICS 


@ Russian trade and technical 
journals, for which British ad- 
vertising is being sought, are to 
be offered for sale on a sub- 
scription basis in Britain. News 
of latest technical develop- 
ments in Russia is promised. 
One snag: they’re in Russian 
language only. 


@ Flare up in soft drink sales 
competition in the West 
Country will follow the sale of 
“Neptune,” the Bristol range. 
to Thomas & Evans, makers of 
“Corona” products. 


©@ Big campaigns are being pre- 
pared to sell all-channel TV 
sets in time for commercial 
television when it starts late 
next summer. 


@ 1955 will be a boom year for 
exhibitions. Contractors say 
there will be record business. 


© Commercial radio will be pro- 

posed if commercial TV is a 
success. One argument will 
be that licences could thus be 
abolished. 


@®A Scottish group is to be 
formed by the Institute of 
Public Relations. 


@ The Government is to be asked 
to approve a “save fuel” cam- 
paign for Scotland. Press ad- 
vertising would spearhead pub- 
licity including exhibitions and 
window displays. 


® Big developments are expected 
soon—with massive advertising 
—in the cake-mix war. 
Protagonists Unilever and 
Birds will be challenged by 
other food firms with new pro- 
ducts. 


ROUND TABLE 


A VALUABLE TIP TO 


ALBERT MILHADO & CO. LTD. 


ADVERTISING AGENCIES........ 
You get maximum commission through 


140 CROMWELL ROAD 


LONDON, 8.W7 


MILHADO’S 


THE EXPERTS ON FOREIGN ADVERTISING 


Telephone: FREMANTLE 6592/3 
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What the tycoons 
saw in their 


favourite paper..... 


TYCOONS lean over backwards in order to keep up with 
their reading . . . of THE ECONOMIST, of course. Which is 
very encouraging to advertisers who need to win their 
confidence, because there are more than §0,000 tycoons 
reading THE ECONOMIST each week (ABC Net Sale $0,640). 
Top American newsmagazine Time* is one of many 
advertisers who appreciate this—they appreciate, too, that 
the tycoon really is the man you can do business with. 


* The British advertising agents for Time are The London Press Exchange Limited. 


¢ The Economist 


22 RYDER STREET - LONDON SW! * WHITEHALL 1511 
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How the new ‘Usage and Abusage’ 


can help the copywriter 


By HERBERT DENNETT, 
Advertising manager, Austin Reed, Ltd. 


COPY of that masterpiece 

of counsel, Fowler's 
Modern English Usage, is to be 
found on the shelf of almost 
every competent copywriter. 


It may be that there are some 
still writing to-day who had the 
resolution to plough steadily 
through the 700-odd es of this 
work when it was originally pub- 
lished in the 1920s. If so, such 
writers will testify to the abiding 
value of that severe discipline. 
But because ours is a living lan- 

uage, even the fabulous Fowler 

has become slightly dated in the 
passage of years. After all he 
was born in 1859. 

So, seven years ago, that fluent 
and popular writer on English, 
Eric Partridge, produce his Usage 
and Abusage, which has been 
described as “Fowler admired, 
enlarged, quoted, disagreed with, 
and brought up to date.” 

The original Usage and 
Abusage was somewhat formid- 


SELL DIRE 
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able buth in content and in price, 
so an abridged edition, The Con- 
cise Usage and Abusage, has 
recently been published (Hamish 
Hamilton, 8s. 6d.). 


Study worth while 


In no sense does this work 
claim to be a guide to the per- 
suasive prose of the copywriter, 
nor indeed does it even provide 
a complete set of rules for writin 
good English. Yet a study o 
current advertisements with their 
constant abstractions, their devo- 
tion to worn-out words such as 
“unique,” “wonderful,” and simi- 
lar bedraggled superlatives, their 
pomposities that call a pen a 
“writing instrument,” all seem to 
suggest that many a copywriter 
to-day would benefit by a cover- 
to-cover —— of this latest of 
Partridge’s works. 

English, because of its dual 
Romance and Saxon origins and 
its resulting vast vocabulary, is 
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perhaps more prone to inaccuracy 
and woolliness than most modern 
languages for this reason. The 
Concise Usage and Abusage pro- 
vides many helpful distinctions 
between nearly _| synonymous 
terms. Because the choice of le 
mot juste is a considerable part 
of the copywriter’s art, he should 
find much in this book to sharpen 
his definitions. Partridge in his 
turn aptly recommends another 
book, The Choice of Words, by 
V. H. Collins, in this connection. 


Core of problem 


In contrast to the many short 
paragraphs on individual words, 
there are a number of articles on 
such subjects as ambiguity, con- 
ditional clauses, brevity, etc. One 
entitled “Suitability and ade- 

uacy,” though fairly heavy going 
through nearly nine columns, gets 
beyond the grammatical exterior 
to the core of the problem of 
good writing. 

On the other hand Partridge 
with seven columns, outstrips 
even Fowler (54 columns) in his 
concern about the fused parti- 
ciple. This in its simplest form is 
the writing of “I like him going” 
for “I like his going.” Even 
though high-class writers in high- 
class magazine advertisements 
will occasionally trip up on this 
elementary application of the 
rule, the whole subject takes on 
a rather terrifying aspect if Part- 
ridge be followed throughout. 
The purist, quoted in the person 
of Dr. Onions, would have us 
say: “His premature death pre- 
vented anything's coming of the 
scheme’’—which is rather much 
even for a “class” magazine ! 


Grisly examples 


The titles of Partridge’s articles 
lack something of Fowler's pic- 
turesque brilliance, e.g., “Bat- 
tered ornaments,” “Unequal 
yokefellows,” etc., but the lists of 
grisly examples of what not to do 
are longer in The Concise Usage 
and Abusage than in Modern 
English Usage. 

If Partridge’s examples of 
archaisms were ever in front of 
every copywriter, or on his black- 
list, many of our advertisements 
would be less precious and more 
vigorous. Fowler calls these 
affected survivals “Wardour 
Street English” and his reason 
for doing so is interesting: “the 
name of a street mainly occupied 
by dealers in antique and imita- 
tion antique furniture.” Perhaps 
this evidence that Fowler wrote in 
an age now passed is the best 
justification for the new work. 


November 25, 1954 


_ On such subjects as colloquial- 
isms, slang, and cant, Partridge is 
on his home ground, for he is 
also the author of Slang To-day 
and Yesterday and of A Dic- 
tionary of the Underworld, 
British & American. His grading 
of language from standard Eng- 
lish down to cant is well illus- 
trated by the series: man, chap, 
bloke, bozo. No less than 16 
reasons are given for its use in 
the article on slang. 


Use of slang 


Here is the enchanted ground 
for the copywriter, and those who 
linger unduly will have their 
senses dulled to all that is good 
and normal in written English. 
Slang, like strychnine, may be 
useful in minute doses, but it is a 
deadly poison in quantity. The 
writers .of some of our ultra- 
smart advertisements probably 
have Partridge’s fifth reason for 
the use of slang in mind “To be 
arresting, striking, or even start- 
ling.” 

One would wish that The Con- 
cise Usage and Abusage con- 
tained an article on desirable 
divorces. This would give a 
devastatingly long list of nouns 
and adjectives that pop up hand 
in hand on eyery possible and 
impossible occasion. Another 
writer on English has vividly 
called them “succulent bivalves.” 
Here are one or two examples: 
disastrous failure, auspicious 
occasion, heated argument, dis- 
mal prospect. What a good thing 
it would be if whenever these 
ancient couples presented them- 
selves with the plea, “But we 
always go together,” the copy- 
writer firmly replied, “Well, you 
don’t here, anyway |” 


Even Partridge has his predi- 
lections, one is the constant use 
of the very technical literary 
term “catachresis” and its corre- 
sponding adjective “catachrestic.” 
On page 31 alone there are no 
fewer than three examples of its 
use, which is surely bordering 
upon the catachrestic! Fowler 
relegates the word to his list of 
technical terms, but though Part- 
ridge even has an article on the 
word itself, we should be grateful 
that The Concise Usage and 
Abusage deals vigorously with 
the more common catachreses 
(note plural) in modern English. 
The classic example, quoted by 
most writers on English is the use 
of “chronic” for “severe.” 


The expert, when writing upon 
his own subject, ever tends to 
become somewhat highbrow, and 
this is true of Partridge, even in 
this “shortened and slightly sim- 
plified” Usage and A busage. 

Despite these mildly critical 
comments, here is a book that 
can be helpful to any copywriter 
who will use it faithfully. Even 


for those who know it all a quick 
run through its pages cannot fail 
to be stimulating—and possibly 
humbling. 

And what more can you ask of 
a book on our 
language ” 


wonderful 
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Almost 40 years of 


VOGUE 


—and still head and shoulders above every other fashion magazine 


Vogue: more impact and authority on the fashion 


world than any other magazine. 


largest reported readership (1,140,000 — Hulton, 1954; 
1,258,000 — I.P.A.) among fashion magazines. 


Vogue: carries more advertising than any other 
magazine of its kind — 1,432 pages in 1954. 


Vogue: has more influence with the 300 top Department Stores 
— and inspires more co-operation than any other fashion magazine. 
(No fewer than 287 Stores took part in Vogue’s 1954 


Spring and Autumn fashion colour promotions). 


Vogue: unequalled, undisputed leader in the fashion field since 1916 
| Only Vogue has such an impressive record! 


The Condé Nast Publications Ltd., 37 Golden Square, London, W.1. 
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Your space (£20 per page) should be 
“The International Municipal 


Incorporating The Concise Municipal 


The importance of this Directory to all Sales Directors and their staffs is emphasised by the special forewords to the 1954 Edition 


contributed by :—The President of the Board of Trade, the Rt. Hon. D. Heathcoat Amory, M.P. and Sir Harry Pilkington, The Presi- 
dent of the Federation of British Industries. 


The June/August 1954 * Progress Report ” issued by The Society of Motor Manufacturers and Trades, said : 


* An extremely useful reference book for those who sell their products to govern- 
mental departments at home and local authorities in any part of the world.” 


The Sales Directors of your organisation will welcome the further expansion in the overseas section which, apart from its usual world 
coverage, will include most detailed information relative to the U.S.S.R., China, and the grouped countries. 


The publication is an international work of the greatest significance : Local Government Officers in the United Kingdom and throughout 


the world, use the “ Buyers’ Guide Section "’ when seeking their contacts prior to making decisions on purchasing. 


may be inserted in this section product for £1 Is. Od. per three 


under the heading applicable to 


are listed below. Small display panels in this section are available at £3 per single column inch. 


Abattoir Equipment 

Accounting Machines 

Adding Machines 

Addressing Machines 

Adhesive Tapes ; 

Agents (Bands and General Entertain- 
ment) 

Agricultural Implements 

Air Conditioning 

Airport Equipment 

Alarms (Factory and Household) 

Alloys 


, Aluminium Goods 


Ambulances 

Aprons 

Architectural Equipment 
Asbestos Goods 

Asphalt 

Auxiliary Lighting Sets 


Bags Paper, canvas 

Baling Presses 

Barbed Wire 

Barrows 

Baths —General Equipment 
Batteries, Electric Storage 
Beacons 

Bearings 

Kedding 

Hedwear 

Belting, Leather, Balata, Rubter 
Beverages 

Bicycle Stands 

Bicycles (and Motor) 
Bitumen Manufacturers 
Bituminous Compositions 
Blankets 

Blinds (Interior and Exterior) 
Blotting Paper 

Boilers 

Boilers (Feedwater Treatment) 
Bollards 

Bolts and Nuts 

Bookcases 

Books (Technical and School) 
Boots and Shoes 

Bottle Manufacturers 
Bottle-Washing Machinery 
Breeze Concrete Slabs 

Bricks 

Bridge Builders 

Brooms and Brushes 

Brushes (Toilet) 

Building and Contracting 
Building Plant and Equipment 
Building Societies 

Buildings — Prefabricated 
Bulk Loaders 

Bulldozers 

Bunting and Flags 

Bus Shelters 

Bus (Contractors requiring work) 


Cables, Rope, String 
Calendars 
Calenders (Laundry) 


Calculating Machines 

Canteen and Kitchen Equipment 

Canvas 

Caravans 

Carbon Brushes, Electric Dynamos and 
Motors 

Cardiograph 

Carpenters’ Tools 

Carpets 

Cash Registers 

Castings 

Catering Equipment 

Cement and Concrete Mixers 

Cement Manufacturers 

Cemetery Equipment 

Central lheatineg 

Cesspools 

Chains 

Chairs 

Chemicals 

Chimney Builders and Repairers 

Chimney Cleaners 

Chimney Shafts and Pots 

China Production and Fittings 

Chlorination 

Cinema Equipment 

Cisterns 

Civic Gowns, Robes, Decorations, Em- 
blems 

Civil Defence Equipment 

Civil Engineering 

Cleaners (Buildings and Chimneys) 

Cleaners (Vacuum, etc.) 

Cleansing Powders, Pastes, etc 

Clinker 

Cloakroom Equipment 

Clocks and Watches 

Coach Building 

Coal (Fuel) 

Coated Macadam 

Coco-nut Mattin 

Coke Screening Equipment 

Communications (Internal and External) 

Compressors 

Concert Hall Equipment 

Concrete Buildings 

Conduits and Pipes 

Contractors Plant (Hire or Sale) 

Contractors Plant Manufacturers 

Conveniences (Private and Public) 

Conveyors 

Cotton Goods 

Cotton and Thread 

Cotton Wool 

Cork Tile Flooring 

Cranes 

Cremation Equipment 

Crockery 

Crushers (Stone) 

Crushing Machinery 

Curtains 

Cutlery 


Dampecoursing and Waterproofing Con- 
tracting 


Some of the headings which are available in the Buyers’ Guide Section. 


Decoration (Interior and Exterior) 

Demolition Contracting 

Dental Equipment 

Detergents 

Diese! Engines 

Diggers Mechanical 

Dishes 

Disinfectants and Fumigants 

Disinfecting Apparatus 

Disinfestation 

Door Handles 

Doors 

Drain and Sewerage Contractors 

Drain Pipes 

Drainage Goods and Channels 

Drawing Boards 

Drawing Office Equipment 

Drinks (Hospital, Welfare, Civic Restaur- 
ants and Canteen) 

Drugs, Dressings, etc 

Dry-Cleaning Plant 

Duct and Access Covers 

Ducts and Piping 

Dumpers 

Duplicating Machinery 

Dust Bins 

Dust and Dust Protection Covers 

Dust Collection and Removal Plant 


Earth Moving Equipment 
Educational Supplies 

Electric Bulbs 

Electric Stoves and Fires 

Electrical Equipment and Appliances 
Elevator Buckets 

Elevators 

Enamels 

Engineering Contractors (Specialist) 
Engines (Gas, Electric, Steam) 
Engines (Fire Service) 

Envelopes 

Entertainment 

Erasers, Rubbers 

Excavation Plant 


Fabrics 

Fans 

Felt 

Fencing 

Fertilisers 

Filing Cabinets 

Film Equipment 

Filters 

Fire Engines 

Fire Escapes 

Fire Fighting Equipment 

Fire Hoses 

Fireplaces 

Fire Protection Material 

Firemen’s Poles 

Fires (Household) 

Fittings (all types of Household and 
Factory) 

Fixing Devices—- Wallplugs 

Flags and Bunting 


Your name and address 


lines. Some of these headings 


Floor Surfacing and Renovating and 
Polishing 

Floor Tiles 

Flooring 

Fluorescent Equipment 

Food (Hospital, Homes and Institutions 
Schools, Public Restaurants) 

Footwear 

Fork Loaders 

Fuel 

Fuel Economisers 

Fumigants 

Furnaces 


Galvanised Goods 
Galvanisers 

Garages (Prefabricated) 
Gardeners’ Tools 

Gas Appliances 

Gas Producer Plants 

Gas Stoves and Fires 
Gasoline 

Gates 

Gauges 

Girders and Joints 

Glass Houses 

Glazing Contractors 

Glove Manufacturers 

Glue and Gum 

Granite 

Gravel 

Greases 

Greenhouses 

Gritting Machines 

Guard Rails 

Gully and Cesspool Emptiers 
Gully and Manhole Covers 
Gymnasium and Sports Apparatus and Ki. 
Gypsum 


Hardboard Manufacturers 

Hardware 

Hardwood Joinery 

“Hat Stands 

Heating and Ventilating Equipment 

Heating Contractors 

Hoists and Hoisting Machinery 

Hose Pipes (and Cleaning and Fire Equip- 
ment) 

Hospital Bedding 

Hospital Clothing, Uniforms, Overalls. 
Smocks, etc 

Hospital Fabrics and Furnishings 

Hospital Furniture 

Hotel Equipment 

Hotels wishing to receive Conferences 

Houses, Prefabricated 

Hurricane Lamps 

Huts. Sectional 


Ice-cream Processing Machinery 
Incinerators 

Industrial Clothing 

Industrial Gloves 

Ink 


The International Municipal 


3/4 Clement's 
Holborn 


A MUNICIPAL JOURNAL 
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ition of 


| Directory and Buyers’ Guide” 


Directory and Buyers’ Guide 


Insecticides 

Insulated Cable, Wire Cable—String, Rope 
Insulating Materials 

Insurance 

Interior Decoration 

Iron and Steel Mariufacturers 

lronwork 


Jacks, Lifting 
Joinery 
Jointing Compounds 


Kerbs and Channels 
Kiln Drying 
Kitchen and Canteen Equipment 


L porn | Equipment 

Ladders, Steps and Trestles 

Lamps (Hurricane and General) 
Laundry Plant 

Lavatory Fittings 

Library Furniture and Fittings 

Lifting Tackle 

Lifts 

Lighting 

Lighting Auxiliary Sets 

Lightning Conductors 

Limewashing and Spraying Machinery 
Linoleum 

Litter Bins 

Lock Manufacturers (Locks and Safes) 
Locomotives ‘ 

Loose-leaf Specialists 

Loud Speakers 

Lubricants 


Machine Tools 

Magnets and Apparatus 

Maps and Diagrams 

Marking Inks 

Mats and Matting Manufacturers 

Measuring Equipment 

Mechanical Diggers 

Mechanical Handling Piant 

Medallists and Badge Makers 

Medical Supplies 

Metal Windows 

Meters 

Mobile Buildings 

Motor Accessories 

Motor (Scythes, Barrows, Mowers, Mixers, 
Saws, peeve. Hedge Cutters, Lighting 
Plants, Pumps, Trucks, Cars, Cycles) 

Motor Vehicle Builders 

Motors and Motor Cycles 

Mowers 

Municipal Vehicle Manufacturers 

Museum Equipment 

Musical Equipment and Instruments 


Nails, Screws, etc. 

Name Plate; 

Napery 

Non-Ferrous Metals 
Notepaper 

Nuts Bolts and Nuts 


Office Equipment (Desks, Pens, Pencils, 
etc.) 
Oil Eagines (Diesel and Petrol) 
Orderly Trucks: Street 
Organic Waste Recovery and Utilisation 
ocesses 


Packaging Machinery 

Paint Removers 

Painting Contractors 

Paints, Aluminium, Anti-Corrosive, etc 

Paper and Stationery 

Paper Baskets 

Park Seats 

Parks Equipment 

Pavement Light Manufacturers 

Paving Contractors (Mosaic, 
Parquet) 

Paving Materials 


Directory and 


inn, W.C.2 
2827. 


Terrazzo, 


GROUP PUBLICATION 


Pens, Pencils, etc 

Perambulators 

Perforating Machines 

Pest Control 

Petrol (Gas) 

Pharmaceutical Preparations 
Pictures and Frames (Educational) 
Piling 

— Sad Paper Clips 


pes 

Plant Boxes and Greenhouses 
Plaster Board 

Plaster 

Plastics 

Platers and Fabricators 
Playground Equipment 
Playing Fields Equipment 


umbing 
Pneumatic Tools 
Polish 


Portable Buildings and Offices 
Portable Electric Tools 

Pot and Pan Scourers 

Pots and Pans 

Power Stations 

Pre-cast Concrete 

Prefabricated Buildings and Garages 
Preservatives (and Wood Metal) 
Pressure Recorders 

Printers 

Protective Clothing 

Protective Flooring 

Protective Railings 


Publications 
Publishers 
Public Address Equipment 
Public Cleansing Equipment 


Public Works and Contractors Plant 
Pulleys 

Pulverising Machinery 

Pumps and Pumping Machinery 
Pumps, Fuel injection 


Quarry Machinery 


Radiators 

Radiography 

Radio Sets and Communications 

Railings 

Railway Materials 

Receptacles (Household) 

Receptacles (Refuse) 

Recording Appliances 

Reflex Traffic Signs 

Refractory Aggregates 

Refrigerators 

Refuse Collection Vehicles 

Refuse Composting Plant 

Refuse Destructors and Disposal Plant 

Refuse Disposal Chutes 

Reinforced Concrete Contractors 

Repainting and FExteror Washing of 
wildings and Statues 

Restaurant Equipment 

River Works and Sea Defence 

Road Breakers 

Road Gritting Machines 

Road Lamps 

Road Line Paint, Plastic 

Road Making Contractors 

Road Making Materials 

Road Manhole Covers 

Road Marking Machines 

Road Rollers 

Road Safety Equipment 

Road Signals 

Road Signs 

Road Studs and Plates 

Road Surfacing Contractors 

Road Surfacing Materials 

Road Sweepers 

Road Transport Contractors 

Rodent Operating Equipment 

Roller Shutters 

Rope, String, Cable 

Roof Builders 

Roof Repairers 


Buyers’ Guide 


Roofing Contractors 

Roofing Materials 

Ropes, Steel Wire 

Rubber Belting 

Rubber Flooring Manufacturers 
Rubber Products 

Rubber Stamps 

Rubbers, Erasers and Removers 
Rust Solvents 


Sacks and Bags 
Safes and Safe Deposits 
Salt for Road 


Sand and Gravel Screening and Washing 
Machinery 

Sanitary Appliances 

Sanitary Fittings 

Sanitary Ware 

Scaffolding 

School Construction 

School Furniture and Equipment 

Scientific Instruments 

Scourers 

Scrap Metal 

Screen Printing Equipment and Printers 

Screening Plant 

Screws 

Sea Defence and River Works 

Seats (Hall, Park, Street, etc.) 

Seeds 

Sewage Disposal Equipment 

Sewerage Works Equipment 

Sheet Metal Working Machi 

Sheets (Hospital and House ) 

Shelves 

Shopfitting 

Shutters 

Sifting and Mixing Machine Makers 

— 


| Equi nt 
Snow Plough Manufacturers 


Soap 
Solders and Fluxes 
Solid Fuel 
Sponges, Cleaning, Artificial 
Sports Equipment 
Sports Ground Contractors 
Springs 
Staircases 
Stationery 
Steam Pressure Cleaners 
Steam Rollers 
Stee! Partitioning 
Steel Wool 
Steelwork 

+ Steeplejacks 
Stimulants (Medical) 
Stone Breaking Machinery Manufacturers 
Storage Bins and Cupboards 
Stoves and Fires 
Street Lighting Apparatus 
Street Name Plates 
Street Sweeping, Watering, Sand and 

Gravel Carts 
Street Trucks 
String, Rope, Cables 
Structural Steelwork 
Suction Cleaners 
Sun Blinds 
Surface Dressings 
Surgical Dressings 
Surgical Instruments 
Surveying Instruments 
Swimming Bath Equipment— Boilers, 
Towels, Chlorination, Dryers, etc. 

Switchboards — Electric 
Switchboards - Telephone 


Tank and Cistern Manufacturers 
Tanks (Storage) 
Taps, Sinks 

Tar Paving and M 
Tar Products 
Tarpaulins, Deck Chair Canves, etc. 


A Ms f, 


Tarspraying Machinery: Mixers, Heaters, 
etc 

Technical Books 

Telephone Equipment 

Telephone Installations: Public and Private 

Television 

Tennis Courts 

Tents 

Theatre Equipment 

Thermostats 

Ticket Issuing Machines 

Tile Manufacturers 

Timber Merchants 

Timber Preservation 

Time Recorder Manufacturers 

Time Switches 


Tipping Gear 

Toi k uisites 

Tools (all Varieties and Specialised) 
Towels 

Tractors 

Trailer Manufacturers 

Traffic Signs 


Transport Contractors (Goods and Pas- 


Trolleys 

Trucks, Hand and Power 

Trucks, Jack Lift, Platform and Blevating 
Tubular Steel (Furniture) 

Typewriters 

Tyres 


Uniforms and Protective Clothing 


Vacuum Cleaners 

Valves 

Vee Ropes and Drives 

Vehicles (Bus, Fire Engines, Street 
Cleansing) 

Venetian Blinds 

Ventilators 

Vermin Destroyers 

Veterinary Surgeons’ Equipment 

Vibrators 


Wall and Floor Tiling Contractors 

Wall Board Manufacturers 

Wall Glazing 

Wallpaper Supplies 

Washers 

Washing Machines (Commercial Tyr. and 
Home Washers) 

Wash Room Fittings 

Washers 

Waste Food Bins 

Waste Utilisation Plant 

Watches and Clocks 

Water Carts 

Water Filters and Softeners 

Water Level Recor Jers 

Water Mains and Sewers 

Water Meter Makers 

Water Purification Plant 

Waterproof Clothing 

Waterproofing Materials 

Waterworks Equipment 

Weighbridge and Weighing Machines 

Welding Machinery 

Welfare Homes (Equipment) 

Wheelbarrows, Handcarts, etc 

Winch Makers 

Window Blinds 

Window Manufacturers 

Wire Cable 

Wire Gaure 

Wire Ropes 

Wire Wool 

Wireless 

Wood Blocks 

Woo4 Preservative Manufacturers 

Woodworking Machinery 

Wool (Knitting 

Woollen Manufacturers 

Woven Wire 

Writing Paper 


X-Ray Equipment 


acai ton 
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Review of Advertising 


Naming the 


Client 


AS it was told to me the 
story goes that an un- 
named but Very Important 
client of a very submissive 
agency was immensely im- 
pressed by the current adver- 
tising campaign for White 
Horse Whisky. You know the 
campaign—the one with draw- 
ings of diplomats by Topolski 
and enough snob-appeal to 
make even a former lady 
mayoress blench. 

The client wanted something 
just like that, and if he could not 
ave ambassadors in court dress 
he might settle for peers in their 
ermine and their coronets. 

Eventually something pretty 
similar was submitted. Compared 


—— 


TREX topics 


Piditer in~ biel Prilig Nor bon 


A vaguter | ametivnkery vos foe Teen wnat 


hiaLoved by meray rime Ahem s oes 
wpe |) homey am they af serrre 


By COPYTASTER 


with the client’s usual advertising, 
it was striking indeed, and the 
resemblance to the White Horse 
advertising would be less apparent 
to ordinary readers than to adver- 
tising people. 

The client was deeply dis- 
appointed and awesomely 
affronted. Had he not made it 
clear many times that his pro- 
duct’s name must always be dis- 
played to the full width of the 
space ? , On what authority had 
the agency omitted the prices and 
the company’s full name and 
location ? Above all, where was 
the picture of the packet ? 

So they were all put in, with 
the kitchen sink for good measure, 
and | am assured that the cam- 
paign is now running, but it obvi- 
ously can’t be even a fifteenth 
cousin 10 times removed of the 
White Horse advertising, for my 
attempts to identify it have been 
fruitless, 

There is no particular point to 


| Make your 4eef svet 


ISTMAS PUDDINGS 
make them now with 


BONER Fee R Herter 
POLLOe Teil hegre 


Left ; This Christmas pudding edition of the Trex bulletin type adver- 
tisement is likely to attract more than average readership in the view 
of Copytaster. He believes, however, that there is a great falling off 


at the foot of the item, Right: 


At first sight he thought that this 


Atora advertisement was more attractive than the Trex topics. But 
then he thought further about the box at the top. 


This is by far the 
hest colour adver- 
tisement Copytaster 
has yet. seen in a 
daily newspaper. 
Appearing in the 
“Glasgow Daily 
Herald,’’ it 
amounts, in his 
view, to a “most 
sensible item.” 


this story except that there are 
more ways of making an adver- 
tisement distinctive than using 
heavy headlines, pop-eyed popsies, 
free-hand scripts or screaming 
superlatives, and one of them is 
utter simplicity combined with 
ruthless elimination of inessen- 
tials, 

Go through any newspaper 
and you will be at a loss to find 
more than one advertisement 
in which you do not stumble 
upon a nuisance—a_ client's 
blemish that keeps on appear- 
ing because nobody has the 
energy and courage to chal- 
lenge and destroy it. 

Look at the advertisers who in- 
sist on the words “Registered 
trade mark” or the abbreviation 
“Regd.” under their name-block 
No doubt some cautious lawyer 
has advised it, but such advice is 


never even meant to be taken. 


The odd chance 


Why do manufacturers of 
soaps and breakfast foods and 
cigarettes spend anything up to 
2 per cent of their appropriations 
in telling readers that the product 
is made by A. B. and X. Y. 
Blank Company, Ltd. of Blank- 
shire? Perhaps, there is just one 
chance in a million that some- 
body, someday, will send them a 
postal order for Is, 9d. and ask 
for a packet of the stuff, and it 
would be a pity to miss the sale ; 
but | am certain that half of them 
have no real reason at all 

Then, again, there is the seal of 
the Good Housekeeping Institute, 
which is probably more valuable 
but surely even uglier than the 
old Certificate of the Institute of 
Hygiene. The place for this, in 
my opinion, is on the packet. To 
put it in an advertisement seems 
like putting one’s marriage lines 
in the front window lest any of 
the neighbours be suspicious. To 
me it has always seemed clear 
that the public is a pretty good 


ALDER 
WALLPAPER 


makes your house a 


judge and will always assume a 
product to be innocent until it 
has proved otherwise. 

And what about the picture of 
the packet ? With the exception 
of White Horse, is there any 
whisky in this country or America 
that does not make a prominent 
feature of the bottle? How 
many cigarettes, detergents, 
household soaps, breakfast foods 
or canned goods fail to include 
a picture of the packet ? 

There are precious few, yet 

I have never seen a scintilla of 

evidence that this continaal 

harping on the pack is a help 
to sales. 

With a new product or a new 
pack the case is different, but do 
you think the sales of, say, Sun- 
light soap would dive down to 
floor-level if there were no pack 
in the advertisements for six 
months or a year? Until some- 
body produces some evidence, | 
shall continue to cock a question- 
ing eye at pictures of any packs 
that have been unchanged for 
six or seven years and ask 
whether the space could not be 
put to more constructive use. 
There was a time when everyone 
believed the earth was flat. Per- 
haps the pack: theory is equallf 
fallacious. 

* * * 

DuRING THE last war it was 
said that the Ministry of Food’s 
“Food facts” advertisements had 
a bigger readership among 
women than any other feature in 
the newspapers, and this may 
well have inspired the makers of 
Trex to turn their campaign into 
a kind of bulletin. Certainly this 
Christmas pudding edition is 
likely to attract more than aver- 
age readership. But when we 
come to the foot of the advertise- 
ment what a calamitous nonsense 
it all becomes! 

I have no quarrel with the dis- 
play of prices and the pack, for 


@ Continued on page 522 
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David Nixon does a trick in 


Mrs. Jones’ parlour... 4“ 
« oe 


just for Mrs. J oneés 


With the click of a switch the personalities of T.V. come 
right into Mrs. Jones’ parlour — into the circle of her close, 
personal friends. Here is a medium unlike any other in its 
intimacy. To understand this is to understand the persuasive 
power of T.V.; but to make effective use of this power requires 
a sensitive feeling for the medium, the ability to judge to a 
hair’s breadth an inflexion, a gesture, a tiny yet dramatic trick 
of production, that will bring the performance alive over the 
electronic alchemy between studio and parlour. In no producer 
is this faculty more fully developed than in Dicky Leeman, now working on commercials for many of our 
Head of Lytle’s T.V. Division. He will bring this rare gift to major accounts, will gladly arrange a preliminary 
the production of Britain’s most persuasive commercials meeting to discuss your T.V. requirements . . . 
—when advertising talks person-to-person in che parlour. 


LYTLE’S will lead in TV 


C. Jd. LYTLE (ADVERTISING) LIMITED, 2, 3 and 4 DEAN STREET, LONDON, W.1. TEL: GERrard 8646 
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creative 
sales 
promotion 


THE ASTRAL GROUP of companies 
offer a complete service, for the creative design 


and production of sales 
promotion schemes. We specialise in brochures, 


catalogues, dealer display and point-of-sale material. 


Astral Arts 
Group 


ASTRAL ARTS GROUP LTD 


171 NEW BOND STREET LONDON W1 


Telephone: Grosvenor 8711 (ten lines) 


Associate companies : Mercury Displays Ltd 
Atlas Photography Ltd « Anvil Press Ltd - A’P*S Lt 
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REVIEW OF ADVERTISING continued 


this product has not been back 
on the market very long, but 
what is this beardless chef doing 
when Philip Harben is supposed 
to be the Trex cooking expert? 
If the line about “cutting this out 
and pasting in your recipe book” 
is important it should be better 
displayed in a more prominent 
place. If it is not important it 
could well be®mitted. Below the 
rule we get the maker’s name and 
full postal address, an almost 
invisible and quite meaningless 
diamond containing the word 
Bibby, and the agency’s initials. 

Would it really ruin the adver- 
tisement or make it much less 
inviting to leave out everything 
at the foot except the prices and 
the pack? Of course it wouldn't ; 
the whole thing would be 
improved. 


Effect on readership 


At first sight I thought Atora’s 
advertisement more attractive 
than the Trex topics, but on 
second thoughts I feel that the 
big box at the top may have had 
a very bad effect on the reader- 
ship. The headline does not even 
suggest (as Philip Harben’s face 
does) that there is a recipe to 
come, and with the big box it 
seems to make a complete adver- 
tisement in itself with no incentive 
to read further. 

the words “Follow this 
recipe” had been displayed 
boldly in the panel on the pud- 
ding it would have helped. 

Recipes attract so many 

readers that it must be a mis- 

take to hide them away under 

a lot of heavy and forbidding 

exhortation instead of giving 

them star billing. 

The copy proper is so boring 
and platitudinous that it could 
well have been cut down to make 
way for another og or for an 
expanded version of the reci 
given here—a recipe, incidentally, 
that strikes me as much more 
promising than Harben’s.  Inci- 
dentally, has anyone ever dis- 
covered the proportion of recipe 
users to recipe readers ? 

- * ~ 

KNOWING THAT [| was con- 
nected with advertising a young 
woman asked me whether I be- 
lieved in advertisements that did 
not tell you the name of the pro- 
duct ? | said there were no such 
advertisers except Guinness, but 
she declared that there were lots 
of them. Why, in the Tube to- 
day she had seen an anonymous 
poster that was obviously for 
Dubonnet, and she quite ap- 

roved of it. But there were at 
east half a dozen saying “Care 
for your hands, Is. 9d." and she 
could not see the point unless 
they told you what to buy. Mrs. 
Copytaster had travelled with 
her and she heartily agreed. 
When I explained it to them they 
said “stupid!” and so do I, for 
the advertiser was too clever by 
half. 


- 7 
Have you seen the It-inch 
triple-column with a photograph 
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This is the Singer sewing machine 
advertisement which Copytaster 
rates so highly. The actual size 
is 11-inches across three columns 
and the texture appearance is 
rather like that of cloth. The 
buttonhole is shown at bottom 
right above the sewing machine. 


of a sampler made on a Singer 
sewing machine? It must be one 
of the most-noticed advertise- 
ments of the year, for five women 
have quite spontaneously men- 
tioned it in my hearing in a few 
days. I was particularly delighted 
with the line saying, “Sews on 
(picture of a button) and makes 
(actual button-hole).” 
* * * 

I was very tempted to review 
some of the agencies’ advertise- 
ments for their television depart- 
ments this week, but the sight of 
a double-page spread set solid 
without even a thumbnail sketch 
or a printer's decoration to re- 
lieve the encircling gloom made 
the whole thing look too much 
like hard work. Nevertheless, | 
do suggest that if the television 
kings are going to write their own 
advertisements a proof might go 
to one of the cub copywriters for 
correction of spelling and gram- 
mar. One agency's copy had the 
howler of the: year. 

* * * 

CONGRATULATIONS TO Crown 
Wallpaper on their coloured ad- 
vertisement in the Glasgow Daily 
Herald. \t was a most sensible 
item, very cleverly designed to 
allow for latitude in the register. 
and it was beautifully printed and 
gloriously colourful. This is by 
far the best colour adv 
I have yet seen in a daily news- 
Paper. 

* * * 

On YES, in case you have not 
guessed it the anonymous posters 
in the Tube were for a product 
called “Care.” 
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ee 


att Luxembourg 


Here is an example of the pulling power of a top 


Radio Luxembourg show... . the Beecham 
Group programme — ‘Take your Pick" — rated a 
listenership of nearly 7,000,000 adults in the last 
Audience Survey. What a massive potential market! 
And just one 75 word spot in the recent “ Gift Box” 


ADVERTISER'S WEEKLY 


series drew over 233,000 replies! No other medium 
goes right into the homes of so many .. . so often. 
Radio Luxembourg caters for every type of product 

. and SELLS it! We will be happy to advise you 
as to the possibilities of Radio Luxembourg air time 
in the future. 
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open an ottice 
in | 
B Manchester 
: Our Manchester Branch Office is | 
: now open at 3, The Parsonage. | 
: We hope you will avail yourself 

Ue of the complete Screen Advertising 

; 3 THE PARSONAGE 

: MANCHESTER 3 

: revepnone: Blackfriars 3880 
S. PEARL & DEAN LTD. 

3 : Screen Advertising 


Head Office: 33 DOVER STREET, LONDON, wW.!. 


Telephone : MAYfair 7494, 
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‘New lighting techniques 


developed for shops 


Many of the methods used to dramatise situations on the stage 


are now being used to highlight merchandise. 


Where applied, 


these methods have proved profitable. 


TTRACTIVE and arrest- 
ing shop lighting effects 
which achieve something be- 
yond a purely functional pur- 
pose are now possible because 
of advances made by illumina- 
tion engineers and architects. 
Many of the techniques of the 
Stage lighting designer have been 
adopted to emphasise and high- 
light merchandise. The tradi- 
tional “lure” of theatreland has 
in such a way and to a consider- 


, able extent been introduced into 
| the world of retail trading. 


Evidence that the adoption of 
these techniques pays dividends is 
to be found in the increasing 
number of retail concerns utilis- 
ing the skill of the lighting design 
engineer, and the resultant variety 
of special lamps and fittings being 
developed by electrical manufac- 
turers. 


Basis for scheme 


One of the most recent examples 
of modern shop design and light- 
ing to take form in Oxford Street, 
London, is the extensive premises 
of George H. Lavey & Co, Ltd., 
tailors and outfitters since 1882. 
The large showrooms occupying 
two floors are illuminated by a 


| lighting scheme based upon func- 


tional and esthetic considerations, 

Special fittings and lamps de- 
veloped to conform with the new 
technique are used exclusively 
throughout. Overall illumination 


| provided by fluorescent lighting 


is, for instance, a far cry from 
the generally accepted idea of 
fluorescent tubes that in the past 
tended to alter the colour and tex- 
ture of clothes or materials. The 
new Siemens “Social colour” 
fluorescent lamp, which gives a 
soft light almost identical in 


colour rendering to the normal 
filament lamp, is used for all floor 
areas and the shop windows. En- 
suring that merchandise appears 
natural without any deceiving 
colour overtones, this lamp also 
puts the best possible complexion 
on surroundings conducive to 
customer ease. 


Spot- or flood-lights 

For high lighting and emphasis 
in both showrooms and window 
display features, reflector spot- 
light lamps are employed with 
effective advantage, and, in special 
locations, a lighting fitting de- 
signed to give either a spotlight or 
floodlight, according to require- 
ments of the moment, is utilised. 
This Siemens fitting developed for 
use in conjunction with ordinary 
100-watt or 150-watt electric 
lamps is provided with a focusing 
device and a two-ring louvre. 

In all, nearly 200 fluorescent 
and spotlight lamps are used in 
the Oxford Street premises of 
George H. Lavey which is only 
one of a number of branches of 
the company to receive a progres- 
sive approach to the question of 
effective lighting. Another not- 
able example of their achieve- 
ments in this respect is their 
registered office at Hare Street, 
Woolwich. These “Social colour” 
lamps and spotlights are also em- 
ployed throughout, and the attrac- 
tive fascia is further enhanced by 
the use of coloured fluorescent 
tubes set behind the company’s 
name. 

Electrical installations in both 
premises were carried out by 
Powis Electrical Co., Woolwich, 
to lighting schemes designed by 
them in conjunction with Siemens 
Electric Lamps & Supplies Ltd. 


Nearly 200 fluorescent and spotlight lamps are used in this store. 
Spotlight or floodlight effects can be provided according to require- 
ments by means of a lighting fitting. 
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Aa DV EE TISiIN Gs 
by TELE VY TSrtOn 


Action NOW 


The future demands immediate action. Decisions 
should be taken now as to which of your clients’ products 
must be advertised by television. 

Come and have a talk with us. We approach all the 
complicated problems as advertising men with a background 
of solid experience and “Know-How”. 

So far we have not advised the spending of either time 
of money on experimental commercials. But now things 
are happening, and something should be done. 

T.V.C. offers every service necessary for successful 
Advertising by Television — from the idea and scripting 
stages to complete production facilities. We can, in fact, 
become your T.V. Department. But even if you have your 
own set-up, you will still want to have your ideas produced, 
and we can provide first-class facilities. Whatever plans 
you may have at the back of your mind, a talk with us 
will be time well spent. Why not give us a ring now? 


For successful Advertising by Television, 


CAT: 
EN 2 _ 


[f= = to plan 


—= EI == to create 


to produce 


T’' V:' COMMERCIALS LIMITED A Ct Burs 
35 PORTLAND PLACE + LONDON - W1 + LANgham 2000 show you. 
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For effective advertising in 


BELGIUM 
the daily newspaper 


VOLKSGAZET 


ensures — large coverage over the 

_ eat of the Flemish 

country 

readers in a// walks of 

life 

a constant clientéle 

(86%, newsboy deliv- 
erics) 

( 8%, news-stand sales) 
( 6° ost 

at ae eth a high 

purchasing power 


For all information: 


A. PRESS LTD 
>) 


> 


14, DOVER STREET, LONDON, W.1. MAY fair 8615 


————__ a 


Opportunities 
in South Africa 


for ARTISTS & 
LAYOUT MEN 


THE African Amalgamated Advertising Contractors Ltd., 
South Africa's largest advertising agency, offers excellent 
opportunities to ambitious young artists, visualisers, layout 
men, 
The Company has complete equipped Offices in all the 
main centres in South Africa, rm Rhodesia and Kenya, 
where the rapid growth of industry is creating a continual 
demand for capable men. 
The terms of engagement are good and include Pension 
Scheme, Medical Aid Conater t and generous leave facilities. 
Passage paid for successful applicants and their wives. 
Write in the first instance giving details of your experience 
to: 


AFRICAN AMALGAMATED 
ADVERTISING CONTRACTORS LTD., 


P.O, Box 7012, 4th Floor, His Majesty's Building, 
Commissioner Street, JOHANNESBURG 


A valuable market with 


5264 


NOVEMBER 25, 1954 


efficient sales methods 


The unified market of Belgium and Luxembourg is composed 
of some nine million people who enjoy one of the highest stan- 


dards of living in Europe. 


sae advertising is called for in 


is market. 


VERY advertiser and 
exporter approaching the 
Belgian market must bear first 
in mind that, because of the 
high standing of the currency, 
international competition is 
severe. Attention to details of 


_ copy, presentation, and quality 


of product 
imperative. 

Belgium is a country of two 
languages, French and Flemish, 


and price are 


| each spoken by about half the 


| population. 


French is _ the 
accepted language medium for 


| foreign business in both Belgium 


and Luxembourg. While a know- 
ledge of English is fairly wide- 


| spread, it should not be assumed. 


Metric weights, measures, specifi- 
cations should be stated and 
abstruse British technical terms 
avoided. A frequent cause of 
annoyance is the understamping 


| Of letters, resulting in expensive 


surcharges for the recipient. 
British firms should ensure that 
their mailing department staffs 
are familiar with overseas post- 
age rates, not only for letters and 
postcards, but for printed matter 
and samples also. 


Efficient sales promotion 


Belgium and Luxembourg to- 
gether form an economic union 
inhabited by nine million people 

. and they enjoy one of the 
highest standards of living in 
Europe. According to a report 
published in the Board of Trade 
Journal, sales promotion within 
that economic union is becoming 
ever more efficient. 


Effective advertising, adequate 
and attractive trade literature, 


| good presentation and packaging 


BELGIUM 


are important. Foodstuffs and 
pharmaceutical products must 
comply with certain content, pack- 
aging and labelling regulations 
prescribed by law. The British 
Embassy in Brussels can on re- 
quest submit products and pack- 
ing to the appropriate authorities 
for an opinion before marketing 
in Belgium is begun. The Lega- 
tion in Luxembourg can act 
similarly in the Grand Duchy. 


The selling of seasonal goods 
calls for careful observance of 
the time factor. Wholesale buy- 
ing in certain trades takes place 
earlier than is customary in the 
United Kingdom. The Board of 
Trade Journal has drawn atten- 
tion to the fact that British firms 
have sometimes submitted col- 
lections and samples of seasonal 
goods when buying programmes 
of department stores and chain 
shops were already completed. 


Manufacturers should adhere 
rigidly to the specified delivery 
dates of seasonal wear to depart- 
ment stores, which have been 
known to refuse delivery of 
goods arriving only a few days 
late, on the ground that their 
windows were already dressed 
and that the articles could not 


I @ Continued on page 528 


A typical scene at the beautiful exhibition of flowers which is held 


annually in Ghent. 


The 1955 show will be opened on April 23. 


Preparations are well advanced in Belgium for the next International 
Exhibition of Agricultural Machines and Mechanical Implements 


which is held each year in Brussels. 
between February 13 and 


Next ag this will be held 
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Brilliant... 


Arresting... 
Durable... 
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THE POSTER COLOURS THAT GLOW! 
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Poster Artists, showcard designers, and other specialists 
will welcome these FLUORART Fluorescent Poster Colours 
which not only glow most attractively, but also offer a 
degree of brilliance that enables them to remain visually 
distinct from each other at six times the distance at ‘which 
ordinary poster colours appear to merge and blur. Free- 
flowing, matt finish, waterproof. Wide range of fifteen 
colours packaged in glass pots ; 1 fl. oz. 2/3d. ; 2 fl. oz. 3/9d. 


Free descriptive leaflet on request. 


FL VORESCENT 
FOSTER COLOUR 


% Perfect matching in reproduction is assured by the use of Fluorink Screen Colours 
manufactured by Photocolour Laboratories Ltd., Walham House, Fulham, S.W.6 


WINSOR & NEWTON LTD., WEALDSTONE, HARROW, MIDDLESEX 


WINSOR & NEWTON INC., 902 BROADWAY, NEW YORK 10 
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WINSOR & NEWTON (PTY.) LTD,, 605 WINGELLO HOUSE, SYDNZY, N,S.W, 
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how 


TO “PINPOINT” YOUR 
CANADIAN POTENTIAL! 


You could marshall a sales force 50 strong to 
introduce your merchandise to Canada but 
time and space factors in covering the nine 
major Canadian markets would undoubtedly 
cause delay. 


Canada’s a B-1-G country . . . but there’s an 
easy inexpensive way to organize sales. 
Consider: 

(a) Four out of every five Canadian 
retailers, business, professional and 
key industrial men receive trad 
business, professional and industria 
papers. 

(b) And 95% of these men “read business 
and professional papers carefully”. 

That's hard fact, substantiated by independent 
research®, 
We will help you select from the 105 business, 
trade and professional papers in the Business 
Newspapers Association the small group 
which will —— the exact segment of 
Canadian market you seck to enter. 
Your cost will be low—waste negligible! 

. - . 


Why not become one of the growing list of 
British firms who are organising to reach 
Canada’s rich markets the right way—with 
B.N.A. Publications. 


be rch Bulletin 


BUSINESS NEWSPAPERS ASSOCIATION 


«437 WELLINGTON ST. ,W., TORONTO. CANADA 
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FOCUS ON BELGIUM —continued 


be displayed. Department stores 
expect to receive goods exactly 
as ordered and are generally un- 
willing to accept, even with a 
price reduction, goods not con- 
forming to _ specification or 
sample. British firms supplying 
unacceptable goods may find that 
customs expenses and turnover 
taxes cannot be recovered on the 
return of their products. 

Advertisers should remember 
that prices should be quoted 
cif. ex-customers duty in 
Belgian francs, Some Belgian 
importers are willing to buy 
f.o.b. UK port in sterling, but 
they expect the manufacturer 
or eee to forward the goods 
by the most economic route. 
Any “extras,” which may seem 
unimportant in themselves to 
traders in this country, are 
often sufficient to price British 
goods out of the market, especi- 
ally in competition with goods 
from the Netherlands, Germany 
and France. 

* * * 

Tuts Year, the “Art in adver- 
tising” competition, organised by 
the Rossel Agency, will be de- 
voted to posters. Original works 
only will be admitted. The com- 
petition is open to two classes of 
competitors; one comprising 
professional advertising artists, 
either Belgian or foreign, over 25 
years of age, and another com- 
prising Belgian advertising 
artists only between the ages of 
18-25 years. All drawings must 
be sent to the agency as soon as 
possible. No address and no clue 
to the competitor's identification 
must figure on the work. 

> * . 

PREPARATIONS ARE well ad- 
vanced for the next International 
Exhibition of Agricultural 
Machines and Mechanical Imple- 
ments which is to be held in 
Brussels during February 13-20. 
A catalogue of the exhibition 
will be published on January 20. 
The event will occupy eight halls, 
and the number of participatin 
oe will be in the region o 


Nothing but farming 
machinery will appear at this 
show, and the promoters are aim- 
ing to make it the most highly 
specialised of all the international 
exhibitions of farm machinery 
and mechanical implements. 
Visitors may rely upon seeing a 
complete range of the most 
modern type of machines on the 
international market. 

7 


Tae INTERNATIONAL Flanders 
Fair, held in Ghent last Septem- 
ber, had 53 more exhibitors than 
the year before. The number of 
visitors has been officially given 
as 459,000, of whom 11,670 were 
foreigners from 36 different 
countries. 

The Federal German Republic 
again provided the strongest 
foreign participation, with 183 
firms represented : France occu- 

ied second place with 122 firms, 
followed by the UK with 50 
firms—eight more than in 1953. 


This attractive poster is being 
used to advertise the Ghent 
Flower Exhibition. 


The fair, mainly involving dis- 
plays of current consumer goods, 
was combined with an _ Inter- 
national Dairy Exhibition. This 
was designed as a Flemish villa 
complete with church, town hall, 
school and windmill, in which the 
exhibits were displayed. 

-_ + - 


ACCORDING TO recent official 
returns motor car sales during 
the first six months of this year 
were 25 per cent greater than 
for the corresponding period of 
1953. The major part of the in- 
creased demand was supplied by 
Volkswagen, Opel and Ford. 


Pakistan 


The daily newspaper Dawn, 

inted in Karachi, has now 

gun to appear with two colours 
on the editorial pages. A recent 
edition containing a feature on 
stage and screen stars carried 
two pages of colour. 


Young dancers were-televised by 
the Pye company at the recent 
British Trade Fair at Baghdad. 
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BONNE JOURNEE COMMENCE AVEC - 
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This is a RGtair... 


A Rodtair is a revolutionary development of the 
‘ abstract ’ mobile. Like the original mobile it 
possesses the free power and fascination of 
perpetual motion. Unlike the ‘abstract’ mobile, 
however, the Rdtair makes practical use of free 
movement and original design to animate a sales 
message. The Gillette Rotair illustrates the 
strong visual impact of “‘ Rotair design." 
Perpetually powered by air currents, it 
becomes a brilliant point-of-purchase animated 
display — at showcard cost! Today more 

than two million Rdtairs are selling every 

type of product in 30 different countries. 


A few of the world famous ROtair users include 
British Thomson-Houston Co Ltd * C W 8 Ltd 
Cadbury Bros Ltd * Gillette Industries Ltd 
Thomas Hedley & Co Ltd ‘ Hoover Ltd * Hovis Ltd 
J Lyons & Co Ltd * Ronson Products Ltd 
Schweppes Limited * Shell Petroleum Co Ltd 
Spratt’s Patent Ltd * Trans-Canada Airlines 
Time-Life Inc * Messrs W D & H O Wills. 

Let us show you how we can translate your sales 
message into our medium. For further 
particulars and samples please contact The 

Miles Griffin Company Ltd, 4 Seaton Place, 
Hampstead Road, London N W 1, Euston 3941/2 


RoOtair animation sells at showcard cost 
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o ++ are you using 
Bradford’s own morning paper 


Che Porkshire Observer 


to sell to Bradford x 
and West Yorkshire... 


@ You know The Yorkshire Observer 


as the leading daily authority 
on the wool trade. 
But do you think of it—and use it— 


as a paper of popular appeal, 
closely read and esteemed 


"The Yorkshire Observer "’ circulates in 

an area where big aa ay being mode. throughout Bradford and 
8 d bank cleari t, > 

wore €12,449,000 the highest in Yorkshire West Yorkshire ? 


and the 4th highest of any provincial city. 
The monthly margin between Bradford's 
and the next highest in Yorkshire (Leeds) 


averages £5,714,000 in 1954. @ The Yorkshire Observer is an 
effective medium in a 
big family market. 


@ May we give you more details ? 


Che Porkshire Observer 


BRADFORD’S OWN MORNING NEWSPAPER 
@ 29,897 A.B.C. 
HEAD OFFICE - HALL INGS - BRADFORD 


Phone: Bfd. 2951! 


Ernest Lumsdon (Advertisement Director) 


Westminster Press Provincial Newspapers, Limited, 167-170 Fleet Street, London, E.C.4 
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I is always a matter of great 
interest to see what effect a 
new pack has had upon sales 


of the product. Looking back 
now to the July survey (Ap- 
VERTISER’S Weekty, July 22, 
page 188), we can say that, in 
respect of the Richard Hudnut 
cosmetic line, we had the right 
idea. 

“If this new line does not sell 
well,” it was observed, “the fault 
can hardly be said to lie with the 
designers of the packs. To at 
least one mere male they look de- 
lightful.” The line has sold weil. 
In fact, Richard Hudnut’'s are of 
the opinion that a truly outstand 
ing job has been done by these 
packs in bringing before the 
public a new item in a market so 
furiously competitive. 

The packs themselves appear in 
some cases to be compounded of 
stone ; actually the material used 
is sprayed opal glass. As the 
sales have proved, Hudnut's 
backed a winner when they 
picked that material, and the 
chances are that it will be in- 
creasingly used to pack cosmetics. 


Another new one 


And now Hudnuts have come 
out with another new pack—but 
there is nothing new this time 
except the size 

In response to repeated 
requests, Hudnut’s have brought 
out a small size of their “Light 
and Bright” pack. This new 
pocket edition is especially for 
the woman who wants to try out 
the fashionable “Tips and 
streaks,” 


or who wants to retouch 


Packaging Survey 


sales success 


New packs score big 


her previously lightened hair 
This new pack is being sold in an 
attractive one-dozen display con- 
tainer, and a novel give-away 
slotted application card is pro- 
vided with each bottle 


* * 7 
THESE ACCOUNTS of increased 
sales arising out of a package 


redesign operation are certainly 
having their effect. When market 
conditions become more and 
more competitive it is natural for 
manufacturers to think that per- 
haps the pack they issued when 
times were easier lack the neces- 
sary sales punch to-day. It is a 
reasonable conjecture that this 
trend of thought will be stimu- 
lated by the results of the British 
carton design contest and the 
Packaging Exhibition which is 
fast approaching. 

What is the value of a pack 
as against that of other forms 
of advertising? So far as we 
know there has been no investiga- 
tion into this and possibly such 
an investigation is not feasible 
and in any case the package is 


but one element in the selling 
operation. All the same, one 
cannot help noticing that the 


exposed sections of retail pack- 
ages are coming to be regarded 
as an area fit for an advertising 
message much the same as adver- 
tising men have looked upon the 
pages of a consumer magazine. 
In this connection William B. 
Banks, of the Lerd Baltimore 
Press (producers of high quality 
cartons and labels), recently had 


cogent things to say when he 
In response to 
many requests 
Richard Hudnut 


have brought out a 
small size of their 
“Light and Bright’ 
pack. This is 
retailed in an 
attractive one 
dozen display 


container. 


By OLR PACKAGING CORRESPONDENT 


The cleansing 
cream jar at left is 
of sprayed opal 
glass and has been 
very effective as a 
pack to draw sales. 
At right is the skin 


freshener pack of 
the new Hudnut 
cosmetic line. 


addressed a Packaging 
forum in New York. 

The package for one nationally 
distributed food product, he said, 
had an exposed surface of about 
150 square inches. He compared 
this to the approximately 147 
square inches of a Life magazine 
page. The maker of the product, 
he went on, sold about 70 million 
packages each year and he likened 
that distribution to a guaranteed 
circulation of at least that 
number. Pointing out that a full 
colour page in Life costs (in the 
United States) about $29,000 and 
that the magazine had a _ net 
circulation of about 5,400,000 
copies per issue, Mr. Banks asked 
“if it were an over-simplification 
to say that the space on the food 
product box is equivalent to a full 
page every month in Life and has 
a value of at least $350,000 a 
vear ?” 


Institute 


To stimulate sales 


This recognition of 
space as valuable advertising 
medium, he continued, “has 
largely torpedoed the ‘hands off" 
thinking about package changes. 
No longer are merchandisers 
afraid to redesign. In many 
cases, they rely on frequent re- 
design and flexibility to stimulate 
sales.” 


package 


* * * 


A oirr pack calculated to 
imbue even the most cynical 
hound with a strong belief in 
Santa Claus has been designed 
and produced for John Morrell & 


Co., Lid., by Brown Bibby & 
Gregory Lid. This item is a 
Christmas pack for dogs... a 


colourful outer within which is 
a mesh stocking, three tins of 
“Red Heart” dog food and a small 


carton containing a _ chocolate- 
flavoured solid rubber ball. 
Attached to the stocking is a 


heart-shaped tag bearing the sea- 
son's greetings. 
The two cartons, the tag and 
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The new Christmas style pack for 


The stock- 
of food 


Red Heart dog food. 


ing contains three tins 


and a rubber ball. 


ioe 


The new Biro ball point pen pack 
from Richard Lonsdale-Hands 
Associates. 


the can labels, have been litho- 
graphed in four colours and the 
cans were made by Metal Box 
Company, Ltd 
” ” * 

ANOTHER Biro ball point pen 
has been presented to the public 
in an attractive package. This 
item, designed by Richard Lons- 
dale-Hands Associates has the 


plastic and metal of the ball point 
pen displayed on a grey flock 
paper pad, set in the black sur- 
round of the box. 
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| » ++ are you using 

: Bradford’s own morning paper 
‘ he Dorkshire Observer 
v to sell to Bradford * 


and West Yorkshire... 


@ You know The Yorkshire Observer 


as the leading daily authority 
on the wool trade. 
But do you think of it—and use it— 


5 ‘ as a paper of popular appeal, 
eo closely read and esteemed 

ee “The Yorkshire Observer "’ circulates in 

pie an area ear big sales oo Sane i. throughout Bradford and 

“2 8 d bank cleari t, q 

Vy ware £12,449,000 the hhipnest in Yorkshire West Yorkshire ? 

4 and the 4th highest of any provincial city. 

* The mantily morgin oy a et 

yy and next highest in Yorkshire (Leeds 

en averages £5.714,000 in 1954. @ The Yorkshire Observer is an 
24 effective medium in a 

“aa big family market. 

\ 

Af @ May we give you more details ? 
; y 


Che Porkshire Observer 


BRADFORD’S OWN MORNING NEWSPAPER 
@ 29,897 A.B.C. 
HEAD OFFICE - 


HALL INGS - BRADFORD Phone: Bfd. 2951! 


Ernest Lumsdon (Advertisement Director) 


Westminster Press Provincial Newspapers, Limited, 167-170 Fleet Street, London, £.C.4 
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| & is always a matter of great 
interest to see what effect a 
new pack has had upon sales 


of the product. Looking back 
now to the July survey (Ap- 
VERTISER’S WEEKLY, July 22, 
page 188), we can say that, in 
respect of the Richard Hudnut 
cosmetic line, we had the right 
idea. 

“If this new line does not sell 
well,” it was observed, “the fault 
can hardly be said to lie with the 
designers of the packs. To at 
least one mere male they look de- 
lightful.” The line has sold weil. 
In fact, Richard Hudnut’s are of 
the opinion that a truly outstand 
ing job has been done by these 
packs in bringing before the 
public a new item in a market so 
furiously competitive 

The packs themselves appear in 
some cases to be compounded of 
stone ; actually the material used 
is sprayed opal glass. As the 
sales have proved, Hudnut's 
backed a winner when they 
picked that material, and the 
chances are that it will be in- 
creasingly used to pack cosmetics. 


Another new one 


And now Hudnuts have come 
out with another new pack—but 
there is nothing new this time 
except the size. 

In response to repeated 
requests, Hudnut’s have brought 
out a small size of their “Light 
and Bright” pack. This new 
pocket edition is especially for 
the woman who wants to try out 
the fashionable “Tips and 
streaks,” or who wants to retouch 


Packaging Survey 


sales suceess 


New packs score big 


her previously lightened hair 
This new pack is being sold in an 
attractive one-dozen display con- 
tainer, and a novel give-away 
slotted application card is pro- 
vided with each bottle 


* * * 


THESE ACCOUNTS of increased 
sales arising out of a package 
redesign operation are certainly 
having their effect. When market 
conditions become more and 
more competitive it is natural for 
manufacturers to think that per- 
haps the pack they issued when 
times were easier lack the neces- 
sary sales punch to-day. It is a 
reasonable conjecture that this 
trend of thought will be stimu- 
lated by the results of the British 
carton design contest and the 
Packaging Exhibition which is 
fast approaching. 

What is the value of a pack 
as against that of other forms 
of advertising? So far as we 
know there has been no investiga- 
tion into this and possibly such 
an investigation is not feasible 
and in any case the package is 
but one element in the selling 
operation. All the same, one 
cannot help noticing that the 
exposed sections of retail pack- 
ages are coming to be regarded 
as an area fit for an advertising 
message much the same as adver- 
tising men have looked upon the 
pages of a consumer magazine. 
In this connection William B. 
Banks, of the Lord Baltimore 
Press (producers of high quality 
cartons and labels), recently had 


cogent things to say when he 
In response to 
many requests 
Richard Hudnut 


have brought out a 
small size of their 
“Light and Bright’ 
pack This is 
retailed in an 
attractive one 
dozen display 
container. 


By OLR PACKAGING CORRESPONDENT 


531 


The cleansing 
cream jar at left is 
of sprayed opal 
glass and has been 
very effective as a 
pack to draw sales. 
At right is the skin 
freshener pack of 
the new Hudnut 
cosmetic line, 
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addressed a Packaging Institute 
forum in New York 

The package for one nationally 
distributed food product, he said, 
had an exposed surface of about 
150 square inches. He compared 
this to the approximately 147 
square inches of a Life magazine 
page. The maker of the product, 
he went on, sold about 70 million 
packages each year and he likened 
that distribution to a guaranteed 
circulation of at least that 
number. Pointing out that a full 
colour page in Life costs (in the 
United States) about $29,000 and 
that the magazine had a net 
circulation of about 5,400,000 
copies per issue, Mr. Banks asked 
“if it were an over-simplification 
to say that the space on the food 
product box is equivalent to a full 
page every month in Life and has 
a value of at least $350,000 a 
vear ?” 


To stimulate sales 


This recognition of package 
space as valuable advertising 
medium, he continued, “has 


largely torpedoed the ‘hands off" 
thinking about package changes. 
No longer are merchandisers 
afraid to redesign. In many 
cases, they rely on frequent re- 
design and flexibility to stimulate 
sales.” 


* * * 
A Girt pack calculated to 
imbue even the most cynical 
hound with a strong belief in 


Santa Claus has been designed 
and produced for John Morrell & 


Co., Lid., by Brown Bibby & 
Gregory Ltd. This item is a 
Christmas pack for dogs... a 


colourful outer within which is 
a mesh stocking, three tins of 
“Red Heart” dog food and a small 
carton containing a chocolate- 
flavoured solid rubber ball. 
Attached to the stocking is a 
heart-shaped tag bearing the sea- 
son's greetings. 

The two cartons, the tag and 


The new Christmas style pack for 

Red Heart dog food. The stock- 

ing contains three tins of food 
and a rubber ball, 


The new Biro ball point pen pack 


from 


Richard Lonsdale-Hands 


Associates 


the can labels, have been litho- 
graphed in four colours and the 
cans were made by Metal Box 
Company, Ltd. 
” a ” 

ANoTHER Biro ball point pen 
has been presented to the public 
in an attractive package. This 
item, designed by Richard Lons- 
dale-Hands Associates has the 
plastic and metal of the ball point 
pen displayed on a grey flock 
paper pad, set in the black sur- 
round of the box. 
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UNBEATABLE 


The same advertisement, 


appearing in 
the Big Three, has a 
circulation of 5,260,054", 
a readership of 
14,875,000*. 

Here is a tremendous 
impact upon nearly half 
the mass market. 


Add to these figures 
facing- or next-matter 
positions, long life, 
full-colour —and ask 
yourself, will any national 
advertising campaign 

be complete without 
The Odhams Big Three ? 


* Circulation is certified by the A.B.C. 


Readership is from the LP.A, survey. 


THE ODHAMS 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LIMITED, 96-l 
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READERSHIP 


BIG THREE 


8 LONG ACRE, LONDON, W.C.2. TEMPLE BAR 2468 
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ADVERTISER'S WEEKLY 


‘Advertiser’s Weekly’ Special 


Investigation Team Survey— 


Greater London 


November 25, 1954 


Unrivalled advertising services 


cover this high income region 


Any advertising organisation which chooses the Greater London area to launch a 
product experimentally will be placing the article into an environment of high 
economic prosperity with a large per capita purchasing power. 


ECAUSE it contains a 

greater density of popula- 
tion per acre than any other 
major conurbation ; because of 
its first-class transport facilities 
and, assuming reasonable 
proximity of the distributing 
unit to this vast and highly 
concentrated market, oppor- 
tunities for distribution at an 
economic cost ; because of the 
size and diversity of its retail 
outlets; because there is a 
greater proportion of incomes 
above the £500 level in this 
area than in any other part of 
the country; and because of 
the unrivalled advertising ser- 
vices provided in this region, 
Greater London offers unique 
advantages to the distributor 
planning a test campaign by 
areas, 

For the purpose of examining 
this market in greater detail, we 
have chosen as our illustration a 
packaged branded tea which we 
will imagine the distributor is 
planning to launch experimentally 
in the Greater London region. 


Density of povulation 


The density of population 
(8,346,137 males and females) 
and the large number of retail 
outlets (12,486 establishments in 
the grocery group) are two of 
the factors which would induce 
him to pay particular attention to 
this area. In the Greater London 
area there are, according to the 
Census of Distribution, in the 
grocery group 9,064 non-multiples 
(of which 7,853 are single-unit 
establishments), 2,785 multiple 
shops (defining a “multiple” as an 
organisation having 10 or more 
branches), and 637 co-operative 
grocery outlets. 

Further contributory factors to 
the selection of this area are its 
high standards of economic pros 
perity and its great per capita 
purchasing power. 


To illustrate the wealth and 
diversity of its economy, it is 
significant that reports from the 
area covered by the London and 
South Eastern Regional Board of 
Industry have this year spoken of 
the high level of industrial acti- 
vity and the improved employ 
ment position. 


Seasonal work trend 


The most recent reference this 
month states that even the de- 
cline in seasonal work has been 
less marked than in recent years 
and the most acute industrial 
problem is the shortage of skilled 
labour in many  industries—a 
shortage which is resulting in a 
considerable amount of overtime. 
The West London linoleum in 
dustry has been working to capa- 
city with a growing export busi- 
ness, while North London scienti 
fic instrument manufacture has 
improved after a relatively slack 


period. In the furniture industry 
in West London there has been 
more full-time employment than 
for some months and in the 
building industry, mainly as a re 
sult of large office schemes, par- 
ticularly in the City, London was 
almost fully loaded with work. 
Figures for factory building 
for the period January 1, 1945, 
to June 30, 1954, are shown in an 
accompanying table. 

In respect of the area of build- 
ing under construction the region 
is considerably ahead of others 
in the country. 

So far we have considered 
some of the more recent devel- 
opments within the market itself. 
When we turn to the product we 
propose to launch in this market, 
we must not overlook the fact 
that the introduction of a new 
branded tea at the present time 
presents many problems. The 


distributor would be unwise to 
neglect the need for preliminary 


At the Food Fair held at Olympia, George Payne Co., Litd., made a 

lot of friends by giving away cups of their tea. The consumption of 

tea has risen to nearly 10 1b. per head per year. The price has also 
gone up. 


Picture by George Payne Co. Ltd. 
tT power of the Greater 
London market is 


demonstrated in this sur- 
vey by the “ Advertiser’s 
Weekly "’ Special Investi- 
gation Team. To facilitate 
this demonstration they 
have assumed that a 
branded packaged tea was 
to be launched experi- 
mentally into this area of 
some 8,346,000 people. in 
this market are to be 
found a greater proportion 
of incomes above the £500 
level than in any other part 
of the country. It follows 
that the purchasing power 
of the inhabitants is very 
high. 


market research and the data 
that is already available before 
he makes positive decisions. He 
would find this information, both 
in regard to the marketing of 
the product and the current con- 
sumption situation in the Greater 
London market, pertinent and 
significant. 


Price and consumption 


During the past 12 months the 
price of tea has been steadily 
increasing, culminating a_ short 
time ago in a rise of 8d. per lb., 
but until the most recent increase, 
consumption also had _ been 
steadily rising since de-rationing. 

Prior to the war, average tea 
consumption in the United King- 
dom was about 10 Ib. per head 
per year, but during the war 
years under rationing, consump- 
tion was held considerably below 
this level. During this period 
there was, almost inevitably, a 
switch to other beverages, and 
the consumption of coffee, which 
in 1938 was about } Ib. per head 
per year, rose to as high as three 
times the pre-war average. In 
1951 and 1952 tea consumption 
was running at about 84 Ib. per 
head per year, but soon after 
rationing was lifted consumption 
returned to nearly 10 Ib. per head 


@ Continued on page 536 
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West Dondton Observer 


UP TO THE MINUTE SPORTS NEWS 


SPECIALISED INFORMATION AND CRITICISM ON THE THEATRE 
AND CONCERT PLATFORM 


Ou readers expect authoritative news and 


views regarding their leisure activities ; they are 
never disappointed. Their tastes are as varied 
as their incomes, but their loyalty to their home 
newspaper is unquestionable. 


COPIES and: AVERAGE) A.B.C, 
ABC SALES JANUARY —JUNE=> . 


WEST LONDON 


OBSERVER ~- 16 QUEEN CAROLINE STREET * LONDON * W.6 TEL.: RiVerside 1451 


To ensure effective 


South London Coverage 


discerning advertisers use 


The Kentish Mercury 


hitting “ results” target Since 1833 


South London Advertiser 


established 1894, and to-day a brilliant “* Tabloid” 
Crystal Palace & Norwood Advertiser 


the premier district newspaper since 1882 
— and in the Kentish Suburbs — 
BROMLEY, HAYES, ORPINGTON, etc 


THE WEST KENT MERCURY 
whose news service to the area goes back to 1865 


Particulars and rates from the London Offices : 
A. E. TONGE, 69 Fleet Street, E.C4 ‘Phone: CENtral 2811 


The Merritt & Hatcher 
Newspapers also 
include 

THE BUCKS FREE PRESS 
Head Offices : 

6-28 Piackheath Road, 
LONDON, S.E.10. 

Phone : TiDeway 1122 

(12 lines). 
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It’s the 

WANDSWORTH 

BOROUGH 
NEWS 


(Established 1885) 


Eee 


PUTNEY 
ROEHAMPTON 
SOUTHFIELDS 
WANDSWORTH 
EARLSFIELD 


CLAPHAM 
JUNCTION 


ETC. 


WANDSWORTH BOROUGH NEWS CO. (1954) LTD 


| 
| 
| 


is from the two-minute 


per year, while coffee drinking 
ell to about 14 Ib. per head. 

The following Ministry of 
Food figures show the consum 
tion of tea (in "000 tons) in t 
United Kingdom during the years 
1950 to 1953, together with the 
average for 1934-1938: 


1934-1938 ea 227.24 
1950 ioe oan 190.84 
1951 Me 189.80 
1952 oat 203.84 
1953 a 232.96 
A_useful guide to developments 


| Anyone planning to launch a consumer product on the Greater London 
market could hardly afford to neglect cinema advertising. This scene 


Im “It's A Place You Come Back To” made 
to promote the West End store of D. H. Evans. 


found in the periodic surveys 
published by the Tea Bureau. in 
the most recent report, appearin 
in the autumn this year, althoug 
the conclusion is accepted with 


. some reserve, the inquiries show 


that despite price increases there 
is no evidence of any general 
switch to cheaper brands or 
grades. The price increases are 
the result of a number of 
factors, including an increase in 
demand and also shortages of 
supplies. 


@ Continued on page 537 


London Factory Building, 
January 1, 1945—June 30, 1954 


Approved Building Under Completed 
Area Construction 
Number | 
‘000 Area Area 
sq. ft. Number ‘000 Number ‘000 
} sq. ft. sq. fi. 
London and S.E. Region 2,299 $0,743 | 215 10,738 1,037 16,310 


Head Office : 
144 WANDSWORTH HIGH STREET, S.W.18 


Telephone: VANdyke 4226-7 | 


RICHMOND HERALD anp 
BARNES & MORTLAKE HERALD 


Members A.B.C. 

Widely read suburban weeklies 
covering the valuable residential 
district between Richmond and 
Hammersmith. 

A complete weekly news service 
in each Friday's issue. 


THE HERALD PRESS 


70 Sheen Road, Richmond 


RIChmond 331! 
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there was a world surplus and 
prices at London auctions fell to 


as low as Is. 6d. per lb. for 
common teas—only 50 per cent 
above pre-war levels. And un- 
doubtedly the low prices made a 
marked contribution to the rise 
in consumption. However, the 
Indian producers, alarmed by the 
surplus, cut back production, and 
with consumption steadily ex- 
panding, prices began to rise. In 
April, 1953, prices of common 
teas at London auctions were u 
to 3s. 6d. per Ib. and to 4s. 6d. 
per lb. a year later ; latterly the 
prices have been ranging from 5s. 
to 6s. per lb. But according to 
the Ministry of Food figures, 


weekly consumption in_ the 
second quarter of 1954 was 
slightly igher than in 


corresponding quarter of 1953. 
However, these figures do not 
show the effect of the most 
recent retail price increase of 8d. 


Tota! tea production has risen 
by about one-quarter, as com- 
pared with 1934-38, but in addi- 
tion to the increase in consump- 
tion in non-producing countries, 
higher wages and better living 
standards have also increased 
domestic consumption in coun- 
tries like India, Pakistan and 
Ceylon. According to estimates, 
this year’s tea crop needed to be 
about 50 million |b. higher than 


last year’s in order to balance 
the rising consumption, and this 
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Greater London 


Consumer Reactions to Tea Quality 


1953 1954 


1951 1952 | 
Per cent Per cent Per cent Per cent 
Satisfied with — tea 77 8s 92 89 
Dissatisfied with present ity of tea because :— 
Does not-go as far/not as strong... og 10 7 2 5 
Poor quality ; not up to pre-war standard ... $ | rs 2 5 
Too dusty/dirty ... Me 7” ne ¥ $ 5 2 2 
feasoms = i.. we 2 i i } 
No particular reasons .. — — i _ 
Total dissatisfied 23 is us 


Source: Tea Bureau. 


admission, apart from the bad 
weather in Northern India for 
the second successive season, was 
in itself enough to keep prices 
high. With a report that an in- 
crease of not more than 20 
million Ib. is likely to materialise, 
allied to the running down of 
stocks, the recent increase in the 
retail price was inevitable. 


With the expansion in the 
quantity and variety of food 
available for buying during the 
past few years, it was to be ex- 
pected that the consumption of 
certain types of food would de- 
cline as the housewife became 
able to exercise greater freedom 
of choice. 

For example, as compared 
with 1948, there has been a fall in 
the consumption, by volume, of 
bread and cereals and also of fish, 
and of some manufactured foods, 
But consumption of beverages 


has steadily increased. Moreover, 
it would be fair to conclude 
that within certain price limits 
the demand for tea is relatively 
inelastic and the price increases 
up to the most recent one of 8d. 
have had no effect on demand ; 


Store demonstra- 
tions of their tea 
bags have very 
successfully been 
held in Greater 
London by Joseph 
Tetley & Co., Ltd. 
This is a_ scene 
from Sopers, of 
Harrow. € 
demonstrations 
have also taken 
place at Whiteleys, 
Arding and Hobbs, 
Bentalls of Kings- 
ton, as well as the 
Civil Service Stores 


ADVERTISER'S WEEKLY 


whether this last increase has ex- 
ceeded the limit remains to be 


seen. A further rise in retail 
prices, expected by the trade in 
the near future, may well mean 
that the point of consumer resist- 
ance has been reached. 

As regards consumer reactions 
to the quality of tea available, an 
accompanying table, based on a 
sample inquiry, shows the per- 
centages of those satisfied or 
otherwise. 


Dealing with grocers 
_As regards buying habits, 
another table in the survey shows 
that three-quarters of the number 
of housewives always buy their 
tea from the usual grocer, and 
the two most important indivi- 
dual reasons given for not buy- 
ing from the usual grocer are 
either that the shop is not very 


@ Continued on page 538 


THE GREATER PART OF SOUTH LONDON 


1S COVERED EVERY WEEK 
BY THE NINE NEWSPAPERS IN 


SOUTH LONDON’S 


SUBURBAN GROUP 


WIMBLEDON BORO’ WEWS: MERTON & MORDEN NEWS : 
NEWS & MERCURY: STREATHAM NEWS: CLAPHAM OBSERVER: MITCHAM NEWS & 
MERCURY : PENGE & ANERLEY NEWS: NORBURY & THORNTON HEATH NEWS : 


Telephone : LIVINGSTONE 3333 


(Members A.B.C.) 


ADVERTISEMENT MANAGER : ALISTAIR MACDERMID. 


NEWS BUILDINGS, 2 BELVEDERE ROAD, UPPER NORWOOD, S.E.19 


OVER 60,000 COPIES 

SOLD WEEKLY IN 
SOUTH LONDON’S BEST 
RESIDENTIAL DISTRICTS. 
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ADVERTISER'S WEEKLY 


The Finest Medium for 
North London 


THE 


ISLINGTON GAZETTE 


(Now in its 99th year of publication) 


FULL COVER FOR LONDON’S 
MOST DENSELY POPULATED 


AREA 


Particulars and Rate Cards from: 


J. C. ROGERS, Advertisement Manager, 


10 GOUGH SQUARE, E.C.4_ CENtral 5651 


HOW LIVE |S 
THE LOCAL? 


So far as the 
North London 
Observer Series 
are concerned— 
very live indeed! 
A look through 
the bright, well- 
printed pages is 
enough to con- 
vince the sceptic. 
The Observer 
Series are the 
newspapers which 
are always in the 
news for their 
original—and_in- 
telligent — ap- 
proach both to 
editorial and ad- 
vertising. Ask for 
specimens and 
you'll realise they 
are something 
really special in 
the way of Subur- 


ban papers. 


212'6= 


100 PER CENT READER 
INTEREST ENSURES 
THAT AT 


PER SINGLE COLUMN 
INCH WE OFFER THE 
BEST ‘BUY’ IN 
LONDON 


NORTH LONDON 


OBSERVER 


SERIES 
Wood Green e@ Tottenham 
Stoke Newington & Hackney 


36 ALLEN RD., N.16 


CLissold 6281 -2-3. 


Greater London 


Novemper 25, 1954 


| 
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In their promotions on behalf of their tea, Paynes have not ignored 

the attention getting power of animals including, in the case of the 

scene above, one with a resemblance to the great J. Fred Muggs. 

Apart from exhibition activities any advertiser wishing to take full 

advantage of the media facilities in London should remember that 

some 28 million passengers pass each week thrbugh London Transport 
stations. 


near, or that the particular brand 
wanted is not stocked. An ac- 
companying table illustrates the 
habits of housewives (given in 
percentages) in London and the 
South East during 1954 in making 
their tea purchases. 


More each time 


As regards the packaging of 
tea, the survey shows that the 
amount of tea bought at a time 
is increasing, although only 
slightly. In 1954 41 per cent of 
housewives were buying more 
than 4 lb. of tea at a time, as 
compared with 35 per cent who 
were doing so at the time of the 
previous inquiry — a _ finding 
which provides a rough guide to 
the division of supplies into 
smaller and larger packages. 

Tea as a beverage has a 
number of competitors, including 
coffee and soft drinks. In the war 
years, owing to rationing, coffee 
was used as a substitute in the 
United Kingdom, and, during re- 
cent years, the high price of coffee 
has contributed in the United 
States to a drop in the consump- 
tion of coffee and an increase in 


Where the house- 
wives buy tea 


Private grocer :- 
Always ‘ 48 
Sometimes ... on 9 
Co-operative society > 
Always a 
Sometimes 
Multiple grocer .— 
Always , il 
Sometimes ; 5 
2 
1 


Door-to-door van 

Always 

Sometimes ... 
Tea specialists >— 

Always ‘ 

Sometimes , 1 
All others 

Always , 6 


that of tea. In this country there 
appears to have been a decline in 
family tea-drinking in the evening 

A pointer to the prosperity of 
the area is the great number of 
television licences now extant. At 
September 30 last licences in the 
London postal districts stood at 
512,972, an increase of nearly 
30,000 on the corresponding figure 
at the end of March. It is inter- 
esting to note how, in general, the 
uarterly increase in licences has 
ollowed the pattern of 1953, with 
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the exception of the second quar- 
ter when the Coronation last year 
had a pronounced effect on the 
buying of sets. In the London 
boroughs approximately every 
third household on the average 
has a TV set: the figures vary 
considerably from borough to 
borough, however. 


Occupation of women 


Another reflection of pee 
is the high proportion of occupied 
women in the region: 41.2 per 
cent of those aged 15 and over 
are in employment, by compari- 
son with 34.6 per cent for the 
country as a whole. 


Housewife readers of the three 
London evenings total 3,045,000, 
and within the Greater London 
area four out of every five adults 
read at least one of this great 
group of evening papers. Here 
then is an “obvious choice of 
medium for our advertiser, since 
it enables him to reach almost 
every home with his sales 
message. 


To reinforce the coverage 
provided by the evening press, 
the weekly newspaper is a 

werful local force in_ the 
oroughs and suburbs. Within 
the area there are 160 of these 
papers; some are associated in 
series covering a particular area ; 
others consist of groups which 
include weeklies from different 
parts of the area, thus affording 


Greater London 


Borough 
News serirs * 


LEWISHAM 
BOROUGH NEWS 
Tuesdays, 44d. 

* 


LEWISHAM 
JOURNAL 
Fridays, 43d. 

om 


SYDENHAM, FOREST 
HILL AND PENGE 
GAZETTE 
. Fridays, 44d. 

* 


Give complete cover of the 
Borough of Lewisham 
TWICE A WEEK 


* 


LOAMPIT VALE 


LEWISHAM, S.E.13 
TiDeway 1436 and 1808 


Press Readership 

London 

National| and 
Total South- 

East 

of: « | % ; % 
National mornings... | 793 96: $ 
National Sundays .... 91:0 93-7 
Evenings . 662 | 65:5 
4 68-7 


Local weeklies one] Be 


the advertiser a wide coverage. 
He therefore has at his disposal | 
a choice of papers which are 
linked in series and provide in- 
tensive coverage; groups of 
papers which will extend his 
coverage where he needs it; and 
independent papers of equally 
high repute which he can use 
to fill in the gaps where required. 
In the residential borough and 
suburban areas he will find that 
the use of this medium will pro- 
vide him with a consuming public 


Significance of 
television 
A POINTER to the pros- 
perity of the Greater 
London area is the great 
number of television li- 
cences now in existence. 
At September 30 last there 
were 512,972 extant in the 
London postal districts. 
This oa represents a 
rise 30,000 over the 
positionat the end of March. 


which carefully reads and is in- 
fluenced by its local press. 

The test 
afforded by posters are well 
worth examination. With such 
density of population as exists in 
the Greater London area, the 
opportunities for poster publicity 
are particularly attractive. 

To take as an example the 
facilities provided by London 
Transport vehicles and _ stations, 
it is worth noting that 28 million 
passengers use these stations in 
the course of an average week. 


Value of cinema 


Finally, a word about the 
cinema as an advertising medium 
for our product. The London 
and South Eastern region, ac* 
cording to the Board of Trade 
Journal, showed an increase in 
admissions in both the fourth 
quarter of 1953 and the first 
quarter of 1954 over the corres- 

nding quarters a year earlier. 

hile admissions represent visits 
to the cinema, and not total 
number of people visiting, this 
fact is significant, particularly in 
such a highly television-con- 
scious area. This is a region in 
which the larger circuits pre- 
dominate—of the total 395 
cinemas available in the area for 
advertising two-thirds are owned 
by the major circuits—and 
which “tend to be affected first 
by new technical developments 
and new films.” 
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183,834 and a rateable value of £/,838,632 are 
consumer areas which cannot be neglected 


FULL COVERAGE 
1S ASSURED BY THE 
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Point of sale emphasis Soups and beans get big displays 
In their current sales drive the Batchelors organisation is making 


for new frozen item ee 


comprehensive sales paign for the J. quick 
frozen food seodont includes eye AB BX 


One of two types of counter A new “3-D” display for Batche- 
stands for the range of Batchelors lors baked beans has been distri- 
soup mixes which are being pro- buted to retailers. In _ bright 


vided to retailers by the company. colours, it shows a young woman 
The arrival of the new sliced braised beef “Frood” product has been These wire stands, in white or carrying a tray on which are two 


backed by an all-out sales campaign, including direct mail using the cream, are light and sturdy and _ small cans of baked beans. The 
slogan “Meet meat.” Grocers and other agents have been supplied have display cards secured to the three-dimensional effect has been 
by J. > & Co., Lid., with attractive and distinctive point-of-sale top. The larger one (shown here) obtained by folding the tray out- 


2 Gedatec dah ntuuad baatte tatert came the ate, wit palkiat’ The mn oe cone Thee kel oe aol 
eee cee cnet Pe oes 
me 6x good products deserve good presentation 

r ‘ 

ee va You It is at the point of 

x cen j . sale — within the sound of 

i the cash register, 

o where the most powerful 

% sales persuasion is 

f imperative. 

sg Whatever the product, 

; e Priestley Displays 

4 complete the selling 

With acknowledgments to Remington Rand_Ltd. 


® Priestleys; |... 


Commercial Rd., Glo’ster 22281-4 - 9 Buckingham St., W.C.2, TRA 4277-8 - Birmingham CEN 194i - Manchester - Cardiff 
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ANY new devices will be 

on view at the Packag- 
ing Exhibition, to be held at 
Olympia, from January 18-28. 
This show will be the largest 
and most comprehensive yet 
staged—possibly in the world 
—in respect of the packaging 
industries. The following are 
details of some of the exhibits 
to be seen. 


The British Paper Box Federa- 
tion and the 
Association have again organised 
a special design competition in 
advance of the exhibition. The 
winning designs will be on view 
and are expected to be of special 
interest. The exhibits will include 
paper and cardboard boxes and 
cartons of every description, in- 
cluding specimens of composite 
containers. 


During recent months there 
has been a new development in 
Britain—the use of multi-wall 
paper sacks for flour in bulk for 
distribution to bakers—and 
Brecknill, Dolman & Rogers, of 
Bristol, will be showing one of 
these machines which delivers 
five weighings of 70 lb. a minute. 
Other machines displayed by this 
firm will include their remark- 
able automatic butter and mar- 
garine moulding and wrapping 
unit. 


“Wood’’ wool packs 


There has been steady de- 
velopment with “wood” wool 
and wood wool ropes, and Bald- 
win’s, of Manchester, will be 
showing specimen packs illustrat- 
ing the use of these products. 
The packs will be on loan from 
large firms with international 
reputation. 


A triple set of vibrator feed 
weighing machiries, with elevator 
conveyors and carton feeds for 
use in packing such articles as 
sweets, will be shown by Auto- 
pack, Ltd. This company has 
machines operating in many 
countries. This particular unit 
can handle 18 to 25 weighings a 
minute, including such powdered 
materials as tea, sugar, coffee, 
etc. There will also be the latest 
specimens of some of this firm's 
well-known laboratory equip- 
ment. 


The most recent of their 
machines for automatic wrapping 
and film packaging will be sent 
to Olympia by the GD Societa 
Anonima, of Italy. These are 
being used for confectionery, 
chemicals, soap, cigarettes, and 
other products. The latest de- 
velopments in transparent cellu- 
lose wrappings will be shown by 
British Sidac, Ltd. There are 
many weights with a wide range 
of colours, which can be supplied 


British Carton - 


ckaging Exhibition will 


feature all that is new 


as sheets, reels, bags or envelopes, 
printed or unprinted. 


Eburite Corrugated Containers, 
Ltd., supply so many industries 
that it is difficult for them to 
indicate the wide range of their 
packaging products. They will 
display the latest advances in 
such fields as corrugated fibre- 
board, wire-stitched rigid boxes, 
fancy boxes, pulpware for the 
bakery and stationery trades, foil 
bottlecaps, etc. 


Scope for rubber 


In these days when so much 
delicate equipment has to be 
transported, there has been 
plenty of scope for Rubazote 
(Expanded Rubber Co., Ltd.). 
With experience with new pro- 
ducts, fresh applications and 
forms of Rubazote have been 
evoived, many of which will be 
on view. All kinds of tapes and 
devices for dispensing them will 
be exhibited by John Gosheron 
& Co. These will include films, 
cloth, paper and printed, in 
different strengths and sizes. 


A new wire-tying machine will 
be demonstrated by Lawtons, of 
Liverpool, Ltd. This firm will 
also have on view its carton- 
stitching machine, which seals 
the bottom of cartons. Another 
new device to be shown for the 
first time at the exhibition will 
be the Codedge label-dating 
machine by the Sauven Perforat- 
ing Machine Co. Other speci- 
mens of hand and _ power- 
operated coding and dating 
machines will also be on _ the 
stand. A new tubular foil 
container, designed primarily for 
a cosmetic business, will be 
featured by Rolex Paper Co. In 
addition to their cardboard 
tubes, they will show large dia- 
meter drums, patented shock- 
proof packs, and a full range of 
decorative and industrial crepe. 


Quick drying inks 

Special quick-drying, metal- 
marking ink will be among the 
exhibits of the Kabey system 
(Paul Plura & Co.), a German 
product. Problems of marking 
= of all kinds are handled 
y this system, with different 
coloured inks. 


Polythene film (Visqueen), 
specially treated to climinate 
surface static and so prevent the 
attraction of dust, will be 
featured by British Visqueen, 
Ltd. They will also demonstrate 
bag filling and closing. Multi- 
colour printing—up to six colour 
groups—of diophane cellulose | 
film will be featured by Trans- | 
parent Paper, Ltd. All kinds of | 
grades and colours, some speci- | 
aily coated for protective pur- 
poses, will be available. 
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Exhibition World 


How to make next year’s BIF 


‘Shop Window’ a success 


A survey has been carried out into the views held by exhibitors concerning the “Shop Windows” 
feature of last year’s British Industries Fair. Proposals for improvements have been brought 
to light. Our Exhibitions Correspondent also gives sales reports from recent events. 


UGGESTIONS for im- 

proving next year’s 
BIF are made in an article 
published by one of our asso- 
ciated journals, Business, The 
Journal of Management in 
Industry. The article is based 
on a survey carried out among 
57 firms which rented the 
“Shop Windows” introduced 
as an innovation at the last 
BIF. 

From the replies from these 
57 firms—42 per cent of the 
total number of firms renting 
“Shop Windows"-——-it is clear 
that the experiment was not a 
commercial success. The follow- 
ing are among the reasons given 
hy the firms themselves. 


Solid walls needed 


In the first place, the opinion 
was expressed over and over 
again that what is needed is 
“larger shop windows with solid 
wooed walls. Plywood, as this 
year, is hopeless for arranging 
displays.” A second firm said 
that “at least 12-18 inches more 
depth in the windows” is re- 
quired. A third suggestion along 
the same lines was that “accur- 
ate fully detailed and dimen- 
sioned drawings of the actual 
showcase inside measurements 
and access is needed, to enable 
complete dressing to be carried 
out at leisure elsewhere, for in- 
sertion later,” 

In rejecting plywood structures 
and requesting more strongly 
built shop windows, one firm 
asked for access to the window 
from the rear or side. Agreeing 
with this, another firm said that 
“the most important thing is to 
have access to the window at any 
time by means of a key .. . the 
window being closed like a show- 
case and not sealed,” 


Upset of display 
An example of why access is 
important to the exhibitor came 
from one who complained that 
because “stands were not ready 
in time, some upset of display 
was caused by hammering after 

exhibits were in position.” 
Several firms complained of 
the customary last-minute rush to 
get the displays ready in time, 
and they called for better organi- 
sation in future. One firm made 
the suggestion that “exhibitors be 
allowed to fit glass, etc., and not 
spend hours of valuable time 


waiting for this to be done for 
them.” 

The lighting of the shop win- 
dows came in for widespread 
criticism. All wanted better 
lighting to show off displays to 
better effect. One firm men- 
tioned the need for a better win- 
dow cleaning service. 


Use one hall 


Inevitably, opinion was divided 
on the best way to group the 
shop windows. One firm felt that 
“it would ensure a much larger 
response if all the shop windows 
were in one hall. As it is, only 
those in the main halls attract 
notice, while those located in the 
small halls and galleries are not 
visited by the majority of visitors 
to the fair.” An alternative sug- 
gestion was that “the space allo- 
cation should be well planned, so 
that a hall or corridor exhibits 
associated products.” 

Another criticism shared by 
several firms was that trade 
inquiries were not met satisfac- 
torily under this year’s scheme. 
This criticism was expressed in 
such remarks as “a more obvious 
siting of trade inquiry boxes and 
a really active sales promotion 
effort with a telephone being 
readily available to contact exhi- 
bitors’ offices.” A variation of 
this comment was that “the 
authorities of the exhibition 
should provide an inquiries’ desk 
near the windows and have 
somebody capable of answering 
customers’ questions.” 


Not permanent enough 


One of the jewellery exhibitors 
felt that even the British Jewel- 
lers’ Association enquiry office 
did not quite meet require- 
ments Sited some distance 
from this office, he felt that 
the BJA was not permanent 
enough in its sign-posting, to 
make it clear that the office was 
there to answer customers’ ques- 
tions. Another member of the 
BJA had no criticism to offer of 
the manner in which the associa- 
tion handled inquiries, but ex- 
pressed the opinion that unless 
“nearly every firm in his trade 
has a token exhibit, we cannot 
imagine interest being revived in 
the jewellery exhibits at the BIF.” 
This firm pointed out that every 
year there is a decline in the 
number of jewellery exhibits. 

So far as gross inquiries are 
concerned, one firm put forward 
the suggestion that “facilities for 


discussing with the inquiries 
office the newest development” 
were needed. Two firms were of 
the opinion that the public ought 
to be excluded or that the exhi- 
bition should be for trade buyers 
only. 

There remains a miscellany of 
comment and suggestion ex- 
pressed by individual firms, which 
although not echoed by other 
firms in their questionnaires, bear 
thinking about. One forthright 
comment was that the BIF 
“should be livelier, with more 
hard selling, and less of a 
designer's playground.” 

“Shop windows should be 
included in the floor plans in the 
catalogues,” was suggested by 
one firm. In another question- 
naire there was a much vaguer 
plea for “more inducements for 
potential buyers to visit the BIF ; 
and help to the trade to make the 
fair more representative.” 

One firm stressed their belief 
that “these windows would be of 
more general interest, if the offer 
of them could be made at a much 
earlier date.” 


Wholesalers and retailers 


A chocolate and sugar confec- 
tionery firm wanted “an effort 
made to attract wholesalers and 
retailers in the trade.” Another 
respondent said that “something 
should be done to attract trade 
buyers and to provide a friendly 
atmosphere.” However, what 
these inducements should be, was 
not stated 

* 


* 7 

THe 291H International Cycle 
and Motorcycle Show at Earls 
Court was the biggest one ever 
staged. Not only were there 
more exhibitors, but the exhibi- 
tors themselves had more goods 
to display . . . designed to meet 
the needs of every kind of cyclist 
and every purpose to which a 
bicycle may be put. 

It was also a brighter show 
than usual. Modern bicycles are 
more colourful than their prede- 
cessors, and the almost limitless 
range of coloured enamels were 
supplemented with a correspond- 
ingly cheerful use of coloured 
rubber and textiles, for tool bags 
and other accessories. 

* * * 

“Betrer BUSINESS done than 
at any previous show” was the 
general verdict of exhibitors I 
spoke to on the final day of the 
Dairy Show. Perhaps that was 
the reason why a number of the 
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PACE bookings for the 
1955 British Industries 
Fair in London already show 
an increase over the book- 
ings for last year’s fair up 
to the same date. At 
November 12, 370 exhibi- 
tors had signed their con- 
tracts for their exhibits at 
Olympia. 
ven at this early date, 
the jewellery section is 
very well represented, also 
the fancy s and toy 
sections. ore space than 
last year has also been sold 
in the textile section. 


small ones were starting to pack 
up their stands several hours 
before the show officially closed. 
This closing down early on 
the last day of an exhibition 
is now becoming very preva- 
lent, which is very unfair to 
the members of the public, and 
also very shortsighted as far as 
the exhibitors are concerned. 
* 7 * 

I HEAR that the Electrical De- 
velopment Association, who 
generally invent an unusual ex- 
hibit for the youngsters who visit 
the Schoolboys’ Own Exhibition 
(last year it was a journey 
through space . . . space helmets 
being provided!), have got an 
even more unusual stunt this 
year. 

* — 

THE ORGANISERS of the 1954 
International Handicrafts, Home- 
crafts and Hobbies Exhibition, 
which was held in October, at 
Olympia, have reported big in- 
crease in attendances over that 
of the first exhibition held by 
them in 1953. 

The total attendance was 
150,000, being a 50 per cent in- 
crease on their 1953 show. The 
organiser, John Pullan, has said 
that apart from very satisfactory 
business generally with the 
British market, exhibitors re- 
ported orders and inquiries from 
32 ~countries, including sub- 
stantial orders from British 
Commonwealth countries. 

. . - 

THE GAS industry has always 
been exhibition-minded, from the 
early days of the Gas Light and 
Coke Company. Of recent years 
its use of exhibitions has increased 
enormously. 

The annual exhibition pro- 
gramme of the Gas Council is 
imposing. During this year the 
council will have staged 14 major 
exhibits, all showing the varied 
uses of gas to the general public. 
agriculturists, industrialists, the 
gas industry, and the younger 
generation. 

At the beginning of the year a 
full-scale exhibition “Youth in 
the Kitchen” was staged at the 
Royal Festival Hall and this was 
followed by exhibits at the BIF, 
the Royal Highland Show, the 
Royal Show, the Ideal Home 
Exhibition, the Schoolboys’ Own 
Exhibition, the Brewers’ and 


@ Continued on page 544 
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4 THIRD INTERNATIONAL HANDICRAFTS 
3 HOMECRAFTS & HOBBIES EXHIBITION 


EARLS COURT SEPTEMBER 22nd—OCTOBER Ist, 1955 


Organizer, John Pullan, M.B.E., M.C., M.A. Link House, Store Street, London, W.C.| Telephone Museum 9792 


Attendance at the 1954 Exhibition : 150,000 — 50", increase in a year 


Space booked : over 100°), increase 


Orders and enquiries from 32 Overseas Countries 


Space reservations for 1955 already equal 1954 total 


! 
l 
! 
| 
! 
! 
l 


S- Sage Pag ee 


THE TIMES, September 24 
* When the International Handicgafts Exhibition at Olyr 
closed last night it was stated that British exhibitors had 
taken overseas orders for well over £1,000,000." 


* Within a few days of the Opening of the recent International 
Handicrafts Exhibition, our results were so successful that we decided 


there and then that it was a function we must include in 
any future sales promotional campaign.’ 
Wolf Electric Tools Ltd., Pioneer Works, Hanger Lane, W.5 


“We were delighted with the results we obtained at 

our Stand at Olympia this year, and look forward with pleasure to 
booking a larger space in the 1955 Exhibition,” 

Singer Sewing Machine Co., Ltd., 129/199 Firsbury Pavement, E.C 2 
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Ireland's leading weekly farming 
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143 WEW BOND STREET ~ LONDON W.1 
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EXHIBITION WORLD —continuea 


Allied Trades Exhibition, and 
the Dairy Show. More specialised 
exhibitions such as the Cremation 
Exhibition, held at Torquay in 
July, and the Laundry, Dry 
Cleaning and Allied Trades 
Exhibition were also used by the 
Gas Council to tell the story of 
the specialised use of gas. 

The Gas Council participation 
in the recent British Food Fair 
was one of the most ambitious 
exhibition projects undertaken by 
them. 

A large space at the fair was 
devoted to “International 
Kitchen,” where expert cooks of 
18 countries showed British 
housewives how to produce their 
national dishes. The cooks 
worked in a gay atmosphere as 
each nation had a special kitchen 
of its own which was decorated in 
colour schemes typical of their 
country. Most of the demonstra- 
tors were attired in native 
costumes 


Centre of attraction 


This Gas Council exhibit, the 
largest individual one in the fair, 
was the main centre of attraction 
for the vast number who visited 
Olympia, and as sales stands were 
nlaced near the kitchens many 
thousands of inquiries were made 
of the various types of gas 
cookers and other gas equipment 
that were displayed. 

Publicity manager to the Gas 
Council, R. J. Gregg, told me 
that approximately one-sixth of 
the Gas Council’s advertising ap- 
propriation is devoted to exhibi- 
tions and films, and he estimates 
that at least three million people 
visit the Gas Council stands at 
the various shows at which Mr. 
Therm is featured each year. 

“As an example of results, at 
the Daily Mail Ideal Home Ex- 
hibition thousands of inquiries 
were recorded at our stand which 
we passed on to our area boards 
for following-up. In addition, 
many cash orders were taken 
for gas cookers and a_ wide 
variety of other household gas 
equipment.” Mr. Gregg also men- 
tioned that, in addition to exhi- 
bition space taken by the Gas 
Council at national exhibitions 
the 12 area gas boards are fully 
represented at hundreds of local 
exhibitions throughout the 
country. The exhibition officer 
to the Gas Council is Charles 
Warrenne. 


Presenting coal 


Exhibitions and displays form 

a major publicity activity of the 

| Coal Utilisation Council. This 
body has nearly 100 joint service 
committees whose purpose is to 
instruct the population in their 
areas on the best use of solid fuel. 
The committees are encouraged to 
tell their story in exhibition form, 
| being given for this purpose 
| assistance, and on occasions 
| financial support, by the display 


officers of the CUC. 
This means that the CUC is 
| represented at a large number of 
| local exhibitions, in addition to 


A “fashion parade” of safety 

glass was a feature of the Motor 

Show stand of the Triplex Safety 

Glass Co., Ltd. Stand design was 

by Harding Dunnet and Peter 
Bell. 


the spaces taken by the Council 
at national exhibitions. 

A permanent exhibition has 
also recently been established by 
the Council. A large new stand 
at the Building Centre in Store 
Street, London, was officially 
opened last month by Harold 
Macmillan, Minister of Housing. 
Unlike many displays at the 
Centre, the stand is regarded both 
as a source of technical informa- 
tion for the building industry and 
the architect, and as the CUC’s 
information department for the 
general public. 

It has, therefore, been equipped 
with a considerable variety of 
material, part of which deals with 
the CUC’s own organisation 
and the training facilities pro- 
vided for the staff of its member 
companies. Another part is 
devoted to a display of modern 
solid fuel appliances. 

These appliances are changed 
regularly, so that over a period a 
very considerable range can be 
presented. 

7 * + 

THE NINTH National 
Show, organised by 
World and Farmer & 
Breeder is at Olympia from 
December 8-10. Over 3,000 
chickens, turkeys, ducks and geese 
will be displayed along with the 
latest poultry appliances. 


Poultry 
Poultry 
Stock- 


UR ee eee eee eee eee eee ee eee eee ee eee * 
. 


Forthcoming Events 
(to December 3!) 


Nov. 24-27, Radio Society of 
Gt. Britain Amateur Radio Ex- 
hibition, Royal Hotel, London; 
Nov. 24-27. Jersey Trades Exhi- 
bition, Springfield, Jersey, Cl; 
Dec. 6-10, Smithfield Show and 
Agric. Machinery Exhibition, 
Earls Court; Dec. 8-10, National 
Poultry Show, Olympia; Dec. 
30-Jan. 8, National Boat Show, 
Olympia; Dec. 31-Jan. 13, 
National Schoolboys’ Own Exhi- 
bition, Old and New Horti- 
cultural Halls. 
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Review of Advertising Films 


ing Turntables— 
Stylish cartoon producers never Catch the eye 


hold the interest 
s bd HEXAGONAL ADJUSTABLE ELECTRIC 

enter d f usiness TURNTABLES enable you to display articles 
a as well as advertisements horizontafly and 

perpendicularly giving scope for better pre- 
sentation. They can be used sadapensensy 


as ONE, TWO or THREE floor unit wit 
By PAUL NUGAT the adjustable distance between each floor 
Adaptable for suspended displays. The unit 
¢ is constructed in light metal, anodised in 


LREADY with a firm ~ Gold, or any required colour. 
reputation for the stylish 1.4. ios - = “£13. 17. 
quality of their sponsored and “x 14" wide 16° « 18° wide 18° = 22° wide 
entertainment cartoons, Halas 
and Batchelor Cartoon Films , Special sizes"to sult 
Ltd. are now entering the particular — require- 
advertising film field. 2 Ages svahen 

The agency instrumental in 
bringing them their first three - ap pe 
filmlets, S. H. Benson Ltd. shown on right 
should have no difficulty in 
getting a circuit booking for thei 
clients—-Guinness Ltd., and 
Murraymint Ltd. The first 
Guinness filmlet has as its theme 
the Guinness - drinking ZOO 
keepers and their sea-lions; the 
second shows an _ oculist’s 
client reading the sight chart 
with earnest endeavour unti. he 
triumphantly makes out the Haat 
Guinness slogan. Equally amus- ye bridegroom finds to his leaflet today 
ing is the mint-sucking bride re- dismay that the bride is on the 
dune on" he bee fe “ine” |! UNIVERSAL SCREEN SERVICES 
bridegroom, who has been left ; 8 : 
waiting at the church door, puts 
through a call to her from a_ téte-d-téte on Toni’s home perm 65 KENSAL nee SS tat wie 
public telephone-box. a for a. = and hard Vetephone : 

air and the male pronounce- 

An excellent beginning ments on the virtues of Wills’s 

Mannikin cigars—and for good 


Voltage 200-250. A.C. 1 RPM 


These filmlets make an 


measure, a timely prize-winning 
auspicious start, and there are entry on how to make a minia- , e . 
three one-minute advertising tyre Christmas tree out of holly oe) 
films in production. Another branches. Wi ih te - 


firm working in this medium is a 


development which should enrich PH dang ~ a \ . @ 

ae f Sc advantage in Theatre Publicity wl wi / 
e latest ¢ ution reen Ltd.'s latest film for the Kenwood 

Audiences “Tips” has a resplen- Chef: “Your Servant Madam” | 


dent Christmas party studio set . alll : 
with Googie Withers te commére puts this versatile mixer through 


Nothing could be more naturally the whole range of is perform- \\\ > Miniature Box Matches—a new 
introduced than the feminine @ Continued on page 546 and effective form of consumer 


advertising assisting Salesmen 
A scene from a in furthering goodwill. 
Guinness _ filmlet A LOVELY : Sales & 

produced by Halas | DAY FORA f Advertising @ Labels to customers’ require- 


and Batchelor Car- , wy add . ments. 
‘oon Milas al GUINNESS Managers are 


This new member j Invited to e@ A Personal medium. 
of the advertising “Be Mr, write for full © Arrests attention 

film making com- e me details of , ‘ 
munity enjoys a : / : prices, samples. @ Direct advertising. 


reputation for the 
stylish quality of 


oqctcc: Tl ain |Pocket-size 
, advertisin 


We are often addressed as 
: but Res ws ay A —. Aa A. — 

ut w m. rs is, we giv wert t EY 

to 4 wey tony ce Sole representation, Trade or Edward Sykes & Cc : Limited 


Printing and Enlarging. gpomaiess Secret. Comaicsion baste, 2 
A Triat will convince. | credentials, Phos: UPLends 7908 ; 86 Strand, London, W.C.2. 
coss 4&4 CLOW, LTD. | 27 Grove Wood Hill, Coulsdon, Surrey. Telephone: TEMple Bar 9216. 


23 North End Parade, W.14. Ful.9806 
PRPBPPPPPIDPDPPD 


ry Bien Fe Ae ° eo J 2 7 
| 
= 
; 
re 
’ 
e 1 
- | 
yl 
ae : 
a 
Z - 
1 
G pull ‘ 
||] “aagoe™') i 
. 
i 
0) Oe ma - - 7 
4 it ate PA% 
y ie at f | 7 
| piel | i 
—s ——— — ba i. , 
i" 
. *s 
: q 
; 
Pn ' : ‘ 
: Bt = coe ea ta SS 2 : a a Re = ae mee ee? — Ae 
RRS SRR cate oe ie. aa a Sees eae - J 


ADVERTISER'S WEEKLY 


546 


REVIEW OF ADVERTISING FILMS-—continued 


ance in an eye-catching manner. 

Among the new filmlets, Esso’s 
“Leaping Tiger” springing with 
dramatic suddenness out of a 
slowly revolving globe has 
immense impact, while the Start- 
rite Shoes cartoon-let, which 
begins with two pairs of 
children’s shoes tripping down a 
country lane under their own 
sicam, is both imaginative and 
tasteful. 


All star cast 


A series of four 2-minuters, 
featuring Arthur Askey, Cicely 
Courtneidge, Sally Ann Howes, 
and Jack Hulbert, have been 
lined up by the Electrical 
Development Association,  Pro- 
duced by Wm. Larkins & Co., 
with key drawings by Ronald 
Searle, “Before Your Very Eyes’ 
is a first-class blend of live-action 
and cartoon, Arthur Askey is 
very much live-action and in his 
funniest vein as a_ batchelor 
saddled with an old-fashioned 
cooking range. In his more 
sensible moods, he listens to his 
“Wiser self,” a diminutive cartoon 
figure and caricature who, in 
impish voice, makes clear all the 
benefits to an actor of having a 
modern electric cooker. More 
particularly of having one such 
as can be found in the Electricity 
Service Centres and showrooms, 
where this film, quite certainly, is 
going to attract very big 
audiences. 


in “Willing Does It,” an 18- 


PRESB 


minute Eastman Colour instruc- 
tion film directed at architects, 
EDA takes a gentle “crack” at 
architects who give too little 
thought to the planning of 
kitchens in relation to the equip- 
ment to be installed. After see- 
ing some fine and typical 
examples of bad planning, the 
film considers with a wealth of 
good diagrams and examples the 
ideals to be aimed at. 

In view of the space limita- 
tions imposed upon architects in 
most housing projects to-day, this 
Ronald H. Riley Production film 
is important for them, 

Almost but not quite a novice 
in the medium are Basic Films 
Lid. Already they have made an 
effective “pools” film and in 
“Out of The Blue,” a one-minute 
film for Duleet Confectionery 
Ltd.'s Sky Mint, they score well 
again. This is also a cartoon 
film making use of the “flying 
saucer” interest to drop a cascade 
of the confection upon an awed 
sky-gazing public. A catchy 
little tune rounds off the produc- 
tion, which has been successfully 
exploited with point-of-sales tie- 
ups. 
Last year the National Coal 
Board, and then the Gas Council 
directed our attention to extrava- 
gant fuel burning grates and 
boilers. Now the Gas Council 
come along with the same useful 
purpose. “Guilty Chimneys,” run- 
ning time 22 minutes, underlines 
with a thoughtfully composed 


Our half-century of experience of screen adver- 
tising with Independent Cinemas is now being 
applied to the production of advertising films for 


Independent Television. 


To meet the new demand for television films, we 
are acquiring additional studios, fully equipped 
and staffed by experts, for the production of 
television commercials in live action, animation 
and puppetry of the same high standard always 
associated with our cinema advertising films. 


TELEVISE PRESBURY- WISE! 


S. PRESBURY & CO. LTD., Gloucester House, 19, Charing Cross Road, London, W.C.2. 


A scene during the 
filming of the Bear 
Brand colour film 
“Choose the Love- 
liest.” This two- 
minute item has 
been produced by 
Pearl and Dean 
Lid., and the aim 
is to advise on the 
choice of nylon 
Stockings for 
different occasions 
and how to care for 
them. 


production, all the points that 
the press has made on the issues 
of smoke pollution and ineffec- 
tive coal burning. The answers 
to our “smog” problems are well 
known. Powerful propaganda 
although this Associated British- 
Pathé film is, there are issues (and 
this is one), which leave one 
believing that the efficacy of 
legislation is far superior to mere 
exhortation. 

Assuming that the Gas Council 
is correct in its belief that there 
is popular interest in the trials 
and tribulations of four genera- 


for 


the New name in Television 


Independent 


Television 


Telephone: WHltehall 3601 


tions of an upper middle-class 
tamily, “Family Album” is, in my 
opinion, very good entertainment. 

Designed on feature entertain- 
ment lines by the late Dr. Mass- 
ingham, this 30-minute well-acted 
Technicolor cavalcade points out 
that the advance of science is 
bringing compensation to families 
of dwindling fortune—servant- 
less, and with fewer rooms to 
play with. Gas-wise, the film 
concludes that life is still worth 
living. 

Motor club meetings call for 

@ Continued on page 547 
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REVIEW OF ADVERTISING FILMS —continuea rrr ee 


This is the sort of 
thing that can hap- 
pen when a racing 
motorist gets into 
the hands of a 
marshal who does 
not attend to his 
duties. 


amateur marshals. The Aston 
Martin Owners’ Club suggested 
to Shell-Mex and BP Ltd. that 
club members would appreciate 
a film on the role of the marshal 
1s part of the organisation of a 
racing meeting. 


Interest to motorists 


The outcome has been a 25- 
minute Eastman Colour film 
entitled “Motor Race Marshal- 
ling,” produced by Random Film 
Productions. This item will be 
of absorbing interest to motoring 
fans with its intimate behind- 
the-scenes view of a big inter- 
national motor race and its re- 
constructed  case-histories. It 
also stresses the kind of disaster 
which can befall the racing 
motorist who is in the hands of 
a marshal who does not attend 
to his duties. 

Stull another famous motor 
race track is featured by a Shell 
Mex and BP Ltd. film. 

For 25 years, the world’s best 
drivers have pitted their skill 
against the 173 right and left 
corners of the Niirburgring race 
track. Library material has 
enabled the producers to bring 
to the screen once again the 
triumphs and misfortunes of great 
pre-war drivers such as Nuvolari, 
Carraciola, Von  Brauchitsch 


This attractive scene comes from “Good Company,” 


and Seaman, as well as post-war 
champions Fangio, Ascari, Kling, 
and Farina: 15 minutes in all of 
exciting entertainment. 


* * * 


HE verdict the public passes 

on anything from a pair of 
nylons to a diesel engine is often 
based upon how it stands up to 
bad treatment. 

A hard-headed market garden 
producer, whose policy it is to 
carry oul no major inspection and 
no servicing of his diesel engine 
truck has been chosen by Shell- 
Mex and BP to serve as the 
“hero” of their film “You and 
Your Diesel.” This “hero” has 
finally reduced his vehicle to a 
smoke-belching limping crate, 
and his plight gives rise to some 
sound instruction and advice on 
maintenance. 

In the process of seeing his 
engine dismantled and tested and 
put to rights, hard headedness 
slowly gives way to 
understanding and lucidly 


pro- 
pounded exposition. 


Powerful 


aid also comes from some effec- | 


tive engine testing equipment. 

No diesel engine owner 
afford to miss this 34-minute item 
produced by the Merlin Film Co., 
Ltd., in Eastman Colour. 


the new two- 


minute film made by S. Presbury & Co,, Lid., for Harveys of Bristol 
Director was Roland Kemp. 


technical | 


can | 


m films in 
m colour 


will help build your good- 
will — sell your goods — 
inform your customers — 
instruct your employees 


SS 


The Specialists in 16mm. 
Colour Films 


STANLEY 


SCHOFIELD 
PRODUCTIONS I” 
6.748, Old Bond St. 


London W.1. 
MAY fair 4642/3 
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ACHIEVEMENT! 


The directors and staff 


of The Londoner Led. take pride in 


announcing that on 


FRIDAY, 
JANUARY 14 


they will be publishing the 


1000th NUMBER of 


Whats. 


nef tOnNDON weer 
@ Here are the facts 


publication in 1935 circulat 


since first 


jon 


and advertising revenue have 
risen steadily hand im hand and 
not even the war checked them. 


The magazine is one of the few 


that have a seven-day life 


It goes to all the places where 


advertisers like to be 


in pro- 


fessional waiting rooms, clubs, 


restaurants, travel bureaux, 


quiry departments, shipping lines 


and the like 


lt is consulted and relied upon 


both in and far away from 
capital city It 


the 


aims at and 


achieves a satisfied readership and 


equally satisfied advertisers 


After 1,000 weekly issues we feel 


that WHAT'S ON 


IN LONDON 


has fully justified its existence, We're 


sure you'll agree with us in this 


Send for specimen copy and rate 
card to the Advertising Director, 
What's On In London, 31-32, Hay- 


market, S.W.1, WHI 1403 


a group of nine 


influential newspapers 


A.B.C. 


NET SALES 


118,585 


KENNEDY PRESS LTD - 31 KING ST WEST » MANCHESTER 3 


SO TEMPLE CHAMBERS - 


TEMPLE AVENUE 


LONDON E.C; 
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Public Relations 


How to state 
the truth 
persuasively 


IKE advertising, public rela- 
tions has frequently been 
accused of failing to sell itself 
Two public relations companies, 
however, have just published 
booklets which could play a use- 
ful part in dispelling untruths 
and educating senior management 
on the growing importance of PR. 
The first booklet has been 


issued by Public Relations Asso- , 


ciates Ltd, 
Public Relations, it is a slick, 
efficient job with black and 
ellow varnished cover, spiral 
inding and separately coloured 
index pages. 


Five sections 


It has an introduction by Sir 
Stephen Tallents, who was 
recently appointed a consultant to 
the company. Divided into five 
sections it covers “What is public 


Entitled PRA on | 


relations?”, “Why you need pro- | 


fessional advice,” “What you 
have to talk about,” “How to 
say it,” and “The results you can 


Public relations is described as 


“the professional strategy of 
planning in advance what opinion 
the public shall hold concerning 
your product or organisation.” 


Here is another quote : 


“There is a tendency in 
Great Britain—as opposed to 
America where public rela- 
tions has been more fully 
developed—to compare and 
confuse public relations with 
advertising. In fact, they 
cannot be compared § and 
should not be confused because 
their impact on the public 
mind is entirely different.” 


Advertising, it goes on, 
occupies space which the reader 
knows has been bought. No 
matter how attractively advertis- 
ing matter is presented, no matter 
how factual it may be, it is 


bound to meet with some reserva- | 


tions: the manufacturer, to 
whom even the gentlest reader 
would not ascribe impartiality, 
has obviously got an interest at 
stake, 


The art of public relations, 
however, is “to have the appear- 
ance of disinterestedness. It is 
our theory that facts regarding 
the merits of any company, or 
product are more readily believed 
if they are put forward, with 
apparent spontaneity, by a per- 
son or body not directly con- 
cerned with increasing sales.” 

Less ambitious, but containing 
some equally effective arguinents, 
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Sweets, sauces, 
sports shoes, soft drinks—are all selling 
better with the aid of RODEN badges. 
We can help in your campaign. 


satis (6), caer [open 


AND SOW LIMITED 
55 HATTON GARDEN, LONDON, E.C.1. 
Telephone : HOLBORN 0139. 


P.V.c. WELDING 
Wallets, Note Books, Cases, 
Price Lists and Book Covers, 
etc. Made to customers’ re- 
quirements. 

CITY SUPPLIES [COMPANY 


(Advertising Gifts) 
6 Copthal!l Ave., £.C.2 
NAT. 9253 
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Silk Screen 
Printers 


Sign, Display and Outdoor 
Publicity Contractors 


Multiple Display 
Units 
Frost & Ward 


17 Chiltern Street, London, W.| 
Telephone: WEL. 3563 


CONVEX LTD. 
‘ 
PLASTIC RULERS 
SCALES, CALENDARS AND 
PLASTIC NOVELTIES 


41 BRECKNOCK ROAD, N.7 
PHONE: GUL. 4877-2848 


GOLD BLOCKING 
on PLASTIC, LEATHER, Etc, 
(PENS, PENCILS, DIARIES, WALLETS) 
PROMPT SERVICE 
TO THE TRADE 
AD-STAMPING LTD. 
148 SHOOTERS HILL RD., LONDON, $.£.3 
GREENWICH 3688 


7 
ad. mgr. 


blows up... yy, 


— 


el 
2\2 


. +. and pats head of Account 
Executive, who thought of 
“Gartex” advertising balloons. 
They're always before the 
public’s eye, reminding . . . selli 

. Swelling sales. Your “‘Gartex 
order is printed to sell your 
product. For details, write: 
Sales office, Young & 
Rubber Co., Ltd., Garfi 
Road, Wimbledon, $.W.19. 

_ LIB 6281-5 


R. FOSTER & CO. 
(Display) Ltd. 
STILL ANOTHER EXTENSION ! | 


in order to cope more efficiently 
with the ever-increasing demands 
upon our services for . . 


POINT-of-SALE 
PAINT TRANSFERS! 


we have acquired an _ additional 
factory with some 5,000 feet of 
floor space. This is now fully 
equipped and staffed and as an 
addition to our present commodious 
premises (which will now be used 
exclusively for ceramic screen print- 
ings) will enable us to produce even 
more fluent!y and economically than 
in the past. 


R. FOSTER & CO. 
(Screenprint) Ltd. 


EAling 2924 EALing 2620 


NILA SCREEN 


LETTERPRESS 


A powerful combination for 
long or short runs of colour 
printing. Any Material 


OBELI A PRESS & SIGNS LTD 
Myron Place,’ London, S.E.13 
Lee Green 6133/4 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


57 BAYHAM PLACE nw 


SHOWC ARDS POSTERS 
WINDOW BILLS + CUT-OUTS ek. 


LICENSED DAY-CLO Painters 


SHOWCARDS - POSTERS 
_ CUT-OUTS - DISPLAYS 


SILK << 
SCREEN PRINTING 


Lorge or smal! quantities 
on any materio/ 


W.C. RAYMENT. 
RAYSIGN WORKS 
DURHAM ROAD, LONDON. N.7 


ARCHWAY 2g2i 


"Process 


BLOCKMAKING 


SCOTTISH STUDIOS 
AND ENGRAVERS LTO 


\. OUBRIEN HOUSE He CLYOR ST Ciascow 
crTy oes Ovestin CLascow 
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COOK’S 


DISPLAY 
PRODUCTIONS 


Sign Manufacturers 
Outdoor Publicity 
Contractors 
Designers 
Giant Photo Reproductions 
in Colour or Black and 
White 


124 LADBROKE GROVE, W.10 
Telephone : PARK 8652-5-4 


end of 17 Rue Joseph-de- 
Maistre, Paris, 18 


J WATSON \or90" U7 


DISPLAY \ Sassen pum an 
WITS IM \ LONDON -W: 12 
PLASTIC Poon 
& METAL 4363 


FOR A COMPLETE DISPLAY 
EXHIBITION & PHOTOGRAPHIC 
SERVICE CALL 


Replicards Lid. 


DESIGN 

DISPLAY 

EXHIBITION 

SILK-SCREEN 

PHOTOGRAPHY 
ALL THE ABOVE 


SERVICES ARE CARRIED 
OUT IN OUR OWN WORKS 


CLIENTS ARE INVITED TO INSPECT 
407-409 HORNSEY ROAD, N.19 


U.K. DISPLAY SERVICE 


Crepe Paper Window 
Contractors. 


93 OLD SOUTH LAMBETH ROAD, 3.0.8. 
RELiance 4848 


“wosess & AYCKSOURN 
14 CLERKENWELL GREEN, £.C.1 
GE 6474 tt oe 40 yen 


DISPLAD LTD. 


CASTLEFIELDS 
MANCHESTER 15 


Pioneers of Display 


r Vectis Works, Church Path, Acton, W.4 ~) 


THE CABLE PRESS 


PROVIDES 
@ first-class printing 
service for production 
of 


CATALOGUES 
BROCHURES 
HOUSE JOURNALS 
SYSTEM FORMS 
FOLDERS & LEAFLETS 


The Cable & Publishing 
@ DOUGHTY ST., W.C.1. HOL TM 


CRAFTSMEN BUILT 
EXHIBITION 
STANDS 


DIGBY'S 


9. FLEET ROAD. HAMPSTEAD, N.W.3. GUL_3918 


As we have said before quality and ser- 
vice in combination with low cost are 
gaining recognition. 

This is why more and more 
Agents, Publishers and Publicity 
People are turning to 


THE 
PORTSDOWN 
PRESS LTD. 


with their Print enquiries, especially 
now that we have installed our own 
Plate making and Colour 
Retouching Department 


The service is exceptional— 
GER 6601-2 
WILL FIND US 


SUPPLIES — 
GEORGE BALL'S 
of course! 


GEORGE HALL (Sales) LTD. 
11 Wellington Road, South, 
Stockport. Tel. STO 3375 


Specialised 
Typesetters 


James C. Joyce 
The Specialist 


Typesetters 
high-class reproduction 
display & advertisement 


setting stereotyping 


154 Clerkenwell Rd EC1 


| 
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PUBLIC RELATIONS 
—continued 
Relations ? 


is What is 
issued by Press and Public 
Relations Ltd. the associate 
company of Samson Clark and 


Public 


Co, Ltd, and written by the 
executive director, urray 
Edwards. 


Readers are told: “An efficient 
public relations service makes the 
world conscious of your 
existence, lets people know pre- 
cisely what you do and can do, 
what you make and can make. 
It makes news of your activities 


—real news that helps to 
develop new contacts and 
friendships and keeps old 


associations vital and flourish- 
ing. 


No other means 


“Ht is a planned and sustained 
campaign of publicity in a field 
that cannot be reached by any 
other means—even by paid 
advertising. But a public rela- 
tions service does not replace 
paid advertising; it augments it, 


supports it, makes it infinitely 
more effective.” 
His company, states Mr. 


Edwards, knows when to make a 
loud shout and when to remain 
silent. He adds: “Shouting in 
the wrong direction at the wrong 
time influences nobody, but a 
well-aimed whisper in the right 
direction works wonders.” 

Of course, the main object of 
the two booklets is to sell the 
ee concerned to prospective 
clients but both make an interest- 
ing contribution to public rela- 
tions literature. 


* > > 
HRISTMAS is a time of 
goodwill — particularly to 


children, Needless to say it also 
works the other way. Kiddies 
often harbour an affection for a 
peg department store for 
ife as the result of some astute 
salesmanship by Father 
Christmas. 

The Clapham Junction store of 
Arding and Hobbs Lid. made 
certain that all the children in 
surrounding districts were aware 
that Father Christmas had once 
more taken up residence on their 
premises. He drove through the 
south-west London area on a 
stage coach and was heralded on 
the way by the sound of a post 
horn—and a group of children 
dressed as cowboys and redskins 
accompanied him. 


* * * 


HE public relations course at 

the Dublin High School of 
Commerce is going well. Both 
Sir Stephen Tallents and R. A. 
Paget-Cooke from this country 
have flown over to give lectures, 
So far there has been only one 
flaw. No members of the Public 
Relations Institute of Ireland 
have enrolled for the course 


Speaking at the Institute’s annual 
meeting ‘vice-chairman Leslie A. 
Luke said that this was indeed 
“regrettable.” 
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specialists in 
photographic 


206 Church Rd. Willesden 


We are proud 
of our Studios and 
of the work we produce. 
YOU ARE CORDIALLY 
INVITED TO SEE BOTH 


LUGNEPLPANGO 


LST YD) 
295 Camberwell New Road 
London, S.E.5 
Tel: RODNEY 5811/2 


Specialists in Photographic 
Printing Processes for 
Advertising, Display 
and Exhibition 


LONDON ART SERVICE 


FPHOTOCARAPHICI LTO 


PL vaonnctorge Sony 


COMMERCIALL ADVERTISING 
PHOTOGRAPHERS 


“Oo 


Photoora phic 
Prints 


AC.KWARE service includes 
an extensive library of Colour 
and Monochrome pictures 


COLORGRAPH 


Colour Photography 
lor Advertising, Point of Sale 
Showcards and Calendars 
” 

COLOUR LIBRARY 
Studio and Location Shots 
Transparencies and 
Colour Prints 


8, BREAMS BUILDINGS, CHANCERY LANE 
LONDON, E.C.4 


CGHAncery 3416 


Put 
SAF 


our artwork in 
HANDS .. 
We are artists at our job and 


our job is to satisfy you. 
Phone or write for representative :-— 


FORUM ART SERVICE LtD 


144 SOUTHAMPTON ROW, London WC! 
Telephone ; TERminus 2201-2202 


FRANK WINTERBORNE 
STUDIO 
Artists and Designers 
87 REGENT STREET, W.1 
Telephone: REGENT 1096 


BERKELEY 
ARTISTS 
5, Stratford Place, 
London, W.1 
Telephone: Hyde Park 9981 


Write or Phone 


Lid 
photoworl: 5 
€£ LILYWHITE LTD. 
Brighouse, Yorkshire, Phooe: 1240 
73 BAKER STREET, LONDON, wl 
Phone: WE beck 0938-9 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards — Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phore 


&. CHRISTIAN & CO. LTD. 
63 St. Paul's Road, N.1 
CAN 2461 


The 


AGENCY GAME 
. + «« is a serious business 
to LA, 

It has taken us 5 
years to find the ideal 
space and staff to offer 
agencies the most 
COMPLETE Art and 
Photographic Service at: 


118 Park Street, W.1 
Telephone | Mayfair 
4316 & 5530 


Individual Artists 
(London) Ltd. 


LA, Photographic Ltd. 


TUDOR AT AGENCY UTD 
representing 


FREE LANCE ARTISTS 


} FORNIVAL STREET, LONDON, £.6.4 
HBLborn 884) CHAncery 3608 


Publicity World Service 


HUN ter 0785 


79181 WIGMORE STREET, W.1 


VERY RARE 
' photographic’ 
RETOUCHING 


a ‘natural’ retouching 
essential to good advertising 
Phone: CHAncery 3902 


SMH 


2 Doughty Street, W.C.! 


display 
lettering 


Cut-out relief lettering, ready gummed, 
Rey dae Range of sizes 
3/16 to 12 inches 


LONDON INDUSTRIAL ART LTD. 
3 All Saints Road, London, W.!/ 
Tel. PARK 9431 


CELLULOID PRINTING 
41 BRECKNOCK ROAD, N.7, 
PHONE GUL. 4877-2848 
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Public Relations 


Why the public requires 


the 


ROVIDING factual infor- 
mation about his client's 
activities has long been 
accepted as part of a public 
relations man’s job. How this 
information should be im- 
parted, how much of it, and 
to whom—these are matters of 
opinion and experience, of 
technique and flair. 

But work in this field is likely 
to gain in efficiency if we can get 
to grips with the basic reasons 
why information is so important ; 
and these reasons derive not 
from ideas in men’s heads but 
from sociological tactors, and in 
particular the relationship of the 
individual to his environment. 


Small intimate groups 


Western European man has 
always tended to form small, 
relatively intimate groups of like- 
minded people within the larger 
framework of the state. Clubs 
and trade unions are the obvious 
and standard examples. For the 
last 200 years the state has every- 
where become more highly 
organised, more obtrusive, some- 
times oppressive ; and as against 
the state the smaller associations 


within it tended to give their 
members strength to combat 
Leviathan. 


Instead of facing the anony- 
mous “they” of statecraft with 
a solitary “I,” the individual 
could seek comfort and assis- 
tance within his group. A 
“we-they” relationship replaced 
the loneliness of an “I-they” 
relationship. 

This was a sound reaction, and 
was probably at its most effective 
at about the turn of the present 


century. Since then, however, 
the position has somewhat 
altered. 


In the first place, contemporary 
statecraft has insisted on imping- 
ing more and more directly on to 
the life of the individual. What 
is perhaps less well understood 
is that the interest-groups which 
provided protection for the indi- 
vidual have become less signifi- 
cant in the sociological pattern. 

It is not that they have become 
smaller, or that there are less of 
them ; on the contrary, they have 
grown to such a size and com- 
plexity that the individual tends 
to lose identity with fellow mem- 
bers of the group, and once more 
feels himself in a solitary position, 
with no control over the forces 


information 


By JOHN ARROW 


Head of Public Relations 
Department, Erwin Wasey & Co., Ltd. 


in which he finds himself in- 
volved. New “I-they” relation- 
ships threaten to become 
dominant. 

I believe such relationships are 
not only destructive, but 
insidious; for the individual, 
solitary, sometimes rather forlorn, 
finds himself in an environment 
in which operate not only vast 
governmental agencies, but also 
vast commercial and industrial 
corporations, remote, impersonal, 
and apparently amorphous, to- 
gether with the sales organisations 
that go with them, The “I-they” 
relationship, once only state- 
wise, becomes projected into the 
field of production and market- 
ing. This immediately breeds 
suspicion in the individual ; sus- 
picion of what “they” are “up 
to,” and that behind the flattery 
of the advertising appeal he is 
regarded merely as a deperson- 
alised outlet, a minute fraction 
of an unknown margin of profit. 
That sort of suspicion soon 
hardens into resentment, and 
consequently increases sales 
resistance. 

Burnham in his Managerial 
Revolution tended to deal with 
the worker (who is also the con- 
sumer) in terms of “function” 
alone. Later thinkers have tried 
to establish a sense of “status” 
as well. And it is in this sense 
of giving the consumer “status” 
as against the producer that a 
well-conceived policy of informa- 
tion can do a sound public rela- 
tions job. 


Give the facts 


The consumer should be. en- 
couraged to look further than the 
brand name, the slogan, the 
pack ; he should be “put into the 
picture” by being offered factual 
information about the producer's 
history, methods, aspirations, and 
the services he can offer. Here, 
information should aim to do 
more than establish reliance on 
the product; it should seek to 
create confidence in the producer. 

Confidence is not a thing that 
can be built up overnight; but a 
well-planned and executed cam- 
paign of information will ulti- 
mately produce a relationship 
within which the producer is 
viewed in a favourable light. This 
is neither impractical nor starry- 
eyed; for the right attitude to- 
, producer will greatly 
increase the likelihood of a posi- 


ti 
ve response to 8 direct sales | 


551 


ADVERTISER'S WEEKLY 


| 


| 
| 
| 


SPACE WAN? 


Not im either sense of the term! Just « 
of Ind Rafety Cloth. 
ing. in Unie case against atomic radiation. 


to the readers of Peasomwe: Mas,cemmrt 
Weirans amp lepvermia: Equirmer 

This ie the Journal. informative, aethor! 
tative and right up to-the minute, which 
te read by executives who are responsibiec 
for Industrial Gafety it keeps them 
abreast of latest developments influences 
them in their purchasing decisions For 
every product which contributes to Bafety 
in Industry, Pensowwe: Maxscument, Wer- 
vane amp lepusraia: Equirmmt ia the logical 
and most effective advertising medium 


Send for rates and data 


PERSONNEL MANAGEMENT 
WELFARE £ 
INDUSTRIAL EQUIPMENT 


19 FLERT ST. LONDON, C4 TEL CHAncery 4 


Remember this Ad ? 


Since this advertisement appeared in Apver- 
Tiser’s Weexty on October 21st this atomic 
radiation suit has been featured in the National 
Press and the makers have been besieged 
by Television, Newsreel and Press Reporters. 
A lively Journal, consistently ahead-of-the-news in 
matters which interest Industrial Staff Controllers, 
Welfare and Safety Officers, PERSONNEL MANAGE- 
MENT, WELFARE AND INDUSTRIAL EQUIPMENT is a 
sure selling medium for everything which increases 
output by improving staff efficiency. 


RING CHANCERY 8844 FOR A FREE COPY 


PERSONNEL MANAGEMENT 


. WELFAREE 
_ INDUSTRIAL EQUIPMENT 


“ Ahead of the: News” on Personnel Matters 
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LOW-POWERED 
INTELLECTS 


WHAT has been described as “ the 
largest political education programme 
ever undertaken in Africa” was to 
no small degree the achievement of 
4. Lillie-Costello, who has now be- 
come public relations manager 
Shell-Mex and 
BP Lid. His 
eight years in 
Woes Afr 
m first af } 
™ regional infor- 
mation officer 
and then as 
director of the 
Gold Coast 
Information 
Services, coin- 
cided with a 
period of rapid 
progress to- 
wards self- 
government, 
and much of 
the responsibility for ensuring that 
democratic processes were underst 
in even the remotest parts of the 
Gold Coast fell upon him. 


Because of the high degree of 
illiteracy the written word in English 
could used to only a limited 
extent. Every possible medium of 
information—visual, oral and written 

was used. More than one million 
leaflets were printed in six languages. 
The radio service was extended to 
the remotest parts of the country. 
A film unit was created which gained 
successes both at the Edinburgh and 
Venice Film Festivals. 


After his experience with illiteracy 
on the Gold Coast, Mr. Lillie- 
Costello should be able to tackle 
semi-literacy in Britain! 


Music--and ink-- 
in his veins 


"N'YPOGRAPHER and print de- 
signer, author, editor, journalist, 
broadcaster and televiser, lan Mac- 
who has now been promoted 
to PRO of Dexion, the slotted-angle 
People: is a man of wide interests. 
writes on music, mountaineering, 
aviation and ornithology. 
Among his interests, music occu- 
ies a commanding place. He has 
foo assistant music controller, 
ENSA ; assistant music director of 
the Arts Council; author of a 
pocket guide, You and the Orches- 
tra; and editor of books on the 
theatre and on opera. 
As a typographer and print de- 
signer, he designed the publicity for 
usic in — in the Festival of 
Britain; the Coronation Concerts at 
Festival Hall; and the D’Oyly Carte 
London season souvenir. TV he 
appears with his wife Michal Ham- 


y the concert pianist. Mr. 
MacPhail is 32. sig: 

He set the whole 
House yawning 
Wo was it who started the excel 
mt Brits pastime of ya at 
poets? It ma vot 2. 
rank Colebrook, whose death at 
92 occurred last week. It is said of 
him that once, was a 


MESSENGER 


SOUTH EASTERN 
GAZETTE 


A 


CHATHAM 


TNE] Mead Office: MAIDSTONE 5588 London: 00, FLEET ST. Central 7500 ie 


reporter in the House of Commons, 
he yawned during a speech by 
Gladatone. The GOM happened 
to see him and yawned himself, 
with the result that the whole House 
was soon yawning! Either this story 
is true, or it t to be. 


ONLY building to have two com- 
memorative plaques placed by the 
London County Council is 10 Hert- 
ford Street, the offices of Everetts 
Advertising Ltd. The tablets, which 
were put up a week or two ago, 
record that General John Burgoyne 
and Richard Brinsley Sheridan both 
formerly lived there. 

“No. 10” was built for General 
Burgoyne (best known for his defeat 
at ratoga in the American War 
of Independence) who lived there 

about 1772 till his death in 
1792. Sheridan bought the house in 
1795, and was there until 1802. In 
essentials the house, with its magni- 
ficent Adam decoration, is unaltered 
since the days of these distinguished 
tenants. 

Incidentally B ne is a pro- 
tagonist in “The il’s Disciple” 
a Irish dramatist, like 

ridan. 


Hot stuff 


Hlow many “specialist” clubs 
can raise a membership of 250 in 
18 weeks? The Fleet Street Jazz 
Club has accomplished this notable 
achievement. Launched in a small 
upstairs room at the Albion Hotel, 
Ludgate Circus, during the summer, 
the Club had to move recently to 
the Royal Scottish Corporation in 
Fetter Lane owing to the increasing 
numbers of visitors. They met in 
the Hewit-Murray room. But now 
even this is proving too small, and 
from tomorrow (Friday) sessions 
will be held in the concert hall. 

Guests in the have included 
trumpeter Lyttelton and 
clarinettist Wally Fawkes (of the 
Daily Mail), American trumpet star 
Jimmy orchestra 
leader Johnny Dankworth, and Jack 
Payne. Soon the club hopes to have 
a visit from Britain's leading “swing 
king” Ted Heath. Other ambitious 
plans for Christmas are also afoot. 
Club leader is Ray Whittam, of the 
Daily Mirror. 
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HIGH POWERED 
SALESMAN 


SOME high-powered merchandising 
may be expected for the new group 
Erwin Wasey accounts whic 
C. Austin Barnes has been appointed 
to handle. Mr. 
Barnes’ career 
in advertising, 
both with 
London Press 
Exchange and 
with the Rob- 
ert Freeman 7 
Co., had a 
strong re- 
search, mar- 
keting, and 
merchandising 
slant. While 
at Freeman's, 
where he 
handled a 
group of ac- 
counts which included Brevitt and 
North British Rubber, he visited the 
States and made an intensive study 
of merchandising techniques there. 
Assisting him as an account 
executive is Michael Alipress, who 
has been with Cyclax, the cosmetic 
people, General Advertising, and 
Horlick’s, whom he represented in 
Canada and whom he helped to 
launch Airwick here. He is 29, 
Mr. Barnes 35 ; both are unmarried. 


Award for Yardley 
cosmetics man 


W WLuiaM Cc. THIELE, adver. 
tising manager of Yardiey's, tells me 
that the American Society of Cos- 
metic Chemists’ Gold Medal award 
this year to W. A. Poucher, 
who will fly to America to receive 
it in person on December 9. I under- 
stand this is the first time that this 
important international award has 
been made outside America. Mr. 
Poucher is the first Englishman to 
receive it, and it is the first time it 
has been awarded to a perfumer— 
a significant achievement by British 
perfumery. 

Mr. Poucher (who is, of course, 
chief perfumer of Yardley) is the 
author of Perfumes, Cosmetics and 
Soaps, a three-volume standard work 
of reference. 

* > + 


Sim JAMES SCOTT WATSON 
chief scientific and agricultural 
adviser to the Ministry of Agri- 
culture and director-general of the 
National Agricultural Advisory Ser- 
vice, is resigning from his official 
duties at the end of the year to 
become editor of a new monthly 
journal, The Agricultural Review. 
Sir James is the author of several 
standard works on the science and 
practice of farming, and is one of 
the world’s foremost authorities on 


the subject. 
CONTACT 
WEEK'S WISECRACK 


~ 


C. A. Barnes 


“ He says he is doing depth 
research on 3-D advertising 
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PHOTOPLAY 


Note to those disappointed 
this year: space looks like being 
short again next year. 


A.H. McISAAC + ADVERTISEMENT DIRECTOR 
8/10 TEMPLE AVENUE - LONDON, ECA ~- Telephone: CENtral 3514 
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Copywriter edits 


new art journal 


A new fortnightly newspaper, 
called Art, will be launched to- 
morrow (Friday). It will sell at 
sixpence, Editor Bernard Denvir, 
a former copywriter at Everetts 
and Erwin Wasey, states: “The 
idea of the paper is to produce 
something mid-way between the 
Daily Mirror and The Times 
Literary Supplement, which will 
cater for the hundreds of thou- 
sands of people who to-day are 
interested in art.” 

In the first issue Jack 
Beddington, of Colman Prentis 
and Varley, will introduce a 
series called “Personal Choice,” 
in which people from all walks 
of life will choose _ their 
favourite painting. It will also 
include an article by Sir Kenneth 
Clark. 

The publishers are The Artist 
Publishing Co. Ltd., publishers 
of the Artist Magazine. 

+ + +o 

This week's The Times Weekly 
Review has 56 pages-—a record. It 
includes a a Survey of British 
Adhesives, I supported by 
advertising. 

* + + 
Last Friday's issue of the Read- 
Standa’ contained 24 large 
pages with 120 columns of advertise- 
ments —an all- time record. 
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Publications News and Notes 


2-page illustrated survey of 
* redevelopment in Hull will 
gc _— in next week's Muni- 
It will include a 
lg of the city’s oe 
policy, new buildings 
— ——v 


ar and the Home "Colitites 
are featured in Angling Times this 
week. The centre pages are devoted 
to a picture review of thé free fish- 
ing on oe oe See 
The Tter Trades Journal will 
be enlarged from December 4 to 
incorporate the standard 10 in. i} 
7 in. type area, Selling price will 
be increased from 1s. to Is. 34. 
Advertisement rates will be raised 
from January | 
* * . 
Next week's issue of Woman will 
have 64 pro. * 4 


Conanies with the Janua 
issue, Woman will 
include a fashion column by Jeanne 
Heal, = TV i eee | 


omy Magazine is to publish 
a series of surveys of business next 


year. 
+ * 

Last week's issue of Hornsey 
Journal was a 75th anniversary 
number. It included messages of 
greetings from the Assistant Post- 
master General, L. D. Gammans, 
who is MP for Hornsey, and the 
Mayor of Hornsey (Ald. Burns). 
The paper was first published as the 
Seven Sisters and Finsbury Park 
Journal. 


- ADVERTISING MANAGER’S CORNER 5 


SIRRAH ECIVRES! 


Whether you spell it backwards or forwards, Harris 


service has something different about it. 


It’s a 


subject that any Harris client is likely to wax 
lyrical about if you once let him hook a finger in 
your buttonhole. He'll point out that it isn’t only 
because we give him brilliant design and first-class 
colour printing at very reasonable prices. Once 
he really gets you into the corner he’ll tell you what 
a pleasure it is to deal with such a friendly bunch 
of types—how nothing is too much trouble to them, 
how we make a religion of delivering the goods on 
the dot, and how we can rally round when you've 

one and left things to the last minute again. 
That's what we call ecivres—sorry, service. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30, KINGLY STREET, LONDON, W.! 
Tel.: REGent 3295/6/7 


The Christmas number of Good 
Housekeeping, front cover repro- 
duced above, contains traditional 
Christmas features including a 
16-page photogravure sunpvlement 
entitled “Good Housekeeping's 
Christmas Cook Book.” 
* > a 
A one-page “St. Trinian’s Junior 
Observer” was pubiished by the 
Wood Green Observer last week for 
the manager of the local Gaumont 
cinema where “The Belles of St. 
Trinian’s” was showing. 
~ . . 


First issue of Sussex County 
Review, published by British- 
Continental Trade Press Lid., has 
48 pages plus covers. There are 14 
pages of advertisements. Type area 
is 9} in. by 7 in. It sells at 2s. 6d. 
and all profits are passed on to the 
Sussex Rural Community Council. 


36-page price list 

As a free supplement to 
week's issue Electrical & 
Trad is publishing a 36-page list 
of appliances, television sets, radio 
sets and associated lines. List 
prices, purchase tax and total sellin 
prices are given for nearly 4,000 
products. 

> oo, a 
Yachting World Annual 1955, has 
192 pages and sells at 30s. 
+ * + 

The November Times Review of 
industry includes an article on the 
control of outdoor advertising. 

* * + 
From the January issue the Seot- 
Electrical will be 
increased in size to 10 in. x 7 in. 
Colour advertisements are to be in- 
troduced on an extensive scale. 
* * * 
Record is again offeri 
ten Christmas hampers in a limeri 
competition. 
* * + 

A London office of the Rome 
Daily American has been opened 
at 27 Sussex Gardens, » 

* * 

The Leeds J aan of the 
Leeds Chamber of Commerce, has 
issued as a separate supplement a 
guide to safety requirements under 
the Factory Acts. A number of 
safety-equipment manufacturers have 
taken space in it. 

+ . + 

The 1955 Straits Times Annual 
has 55 pages of advertisements plus 
80 pages of editorial. Many of the 
pages, including the front cover, are 
in full colour and the publication is 
entirely produced by Asian photo- 
graphers and printers. 


this 
io 


McAn shoe stores as the advertise- 
ment of the month. It was produced 
by Ogilvy, Benson and Mather Inc., 
oo peneenaas agency in New 


* * ” 

National Benzole Co.  Ltd., 
Reckitt & Colman (Overseas) Ltd. 
and Sponcel Lid. are new members 

the Incorporated Society of 
British Yate 1 
a * 

Lady Pamels Berry opened a 
fashion parade and fabric exhibition 
at the Ferguson Brothers Ltd. show- 
rooms in Conduit Street, W.1, 
oaneseay CeRnRENy), 

* 


The Young Master’ Binders 
Group oi tie Master Bookbinders 
Alliance of London held their ninth 
annual dinner and dance at the 
Palmerston Restaurant, Bishopsgate. 
last Saturday, which was attended 
by a record number of 110 guests. 


Same pencil 


No change in the present Irish 
book censorship laws is contem- 
lated, the inister for Justice, 
ames Everett, has told Parliament 
in Dublin. 

* * * 

W. S. Crawford darts team recently 
lost to both West End Engraving 
Co., Lid., and G. S$, Royds Lid., 2-1. 

* 7 7 

Hector Ross Radio Productions 
Ltd. have been appointed to repre- 
sent the Mobile Transcription Ser- 
vice of Johannesburg for South 
Africa. Radio programme service 
covering both Radio Springbok and 
Lourenco Marques will be available. 

* o * 

The Printing Trades Alliance have 
booked space for a stand at the 
10th International Printing Machi- 
nery and Allied Trades Exhibition, 
to be held at Olympia next year 
from July 5-16. 


Different name 


W. Hancock & Co., Ltd., brewers 
of Cardiff, have replaced their 
annual magazine Hospitality with 
» Conky Brewing?, a quarterly news 
sheet. 


* * * 


Dale Reynolds Publicity have 
been appointed press officers to the 
44th International Bakers’ & Con- 
fectioners’ Exhibition to be held at 
Olympia from October 1 to 6, next 
year. mi 


The County Borough of Black- 
pool have printed 110,000 copies of 
their 1955 Holiday Guide, advance 
eopies of which are now being 
circulated. 

* oa 

Next year’s publiciy drive by the 
Barmouth Pub y Association will 
be launched in January, with the 
co-operation of British Railways. A 
new edition of the Barmouth guide 
book is — — 

+ 

A press Salida campaign for 
the North Wales Resorts’ Associa- 
tion brought a total of 4,500 requests 
for guides for an outlay of £342. 

* * - 

To announce and _ celebrate 
General Motors’ 50 millionth 
American-produced car, the firm 
oe a Golden Carnival in 

t, U 
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PROVIDE 12 
BUNGALOWS 


William Emsiey Carr, festival 
chairman, announced at the 106th 
annual festival dinner of “Old 
Ben” (The Newsvendors’ Benevo- 
lent and Provident Institution) on 
Monday that it is planned to 
build 12 bungalows for aged and 
retiring members, and that Vis- 
count Kemsley, to mark his first 
year as patron, has offered £1,500 
to cover the cost of the first 
bungalow. 

An audience of about 450, in- 
cluding newsagents, circulation 
managers, wholesalers and news- 
paper proprietors and directors 
heard A. T. Chipperfield (circula- 
tion director, Sporting Record), 
chairman of the management 
committee, say he was confident 
that this year’s appeal would 
reach a record figure. 

He paid a warm tribute to Mr. 
Carr, who had sponsored the 
appeal; to Norman Edwardes 
(advertisement director, News of 
the World) and his advertisement 
staff, who had obtained £10,200 
worth of advertising in the 
Coliseum concert souvenir pro- 
gramme ; and to Lord Burnham, 
president of “Old Ben.” 

Proposing the toast of “Old 
Ben,” Stephen McAdden, MP 
(deputising for the Earl of War- 
wick, who had broken his ankle) 
said that the one-day strike of 
newspapers made people realise 
the part played in our lives both 
by the papers and by the people 
who distributed them. 

Lord Burnham proposed the 
health of the guests, and the reply 
was made by Group Captain 
D. R. S. Bader. 


The new Mazawattee tea packet is 
of embossed silver foil paper, with 
the brand label on a background of 
wavy lines. The packet was designed 


for Mazawattee by the Richard 
Lonsdale-Hands Associates. 


V. E. Walker presents the certificate 
won by “The Times” in Class I to 
Stanley Morison. 


New patrons for 
° 9 
St Bride’s Fund 
Viscount Camrose, Lord Astor, 
and Glanvill Benn have succeeded 
their fathers as patrons of the St. 
Bride’s Church Restoration Fund; 


Geoffrey Harmsworth succeeds 
his brother, the late Sir Harold 


Harmsworth; and Sir Lloyd 
Dumas (The Advertiser, Adelaide) 
succeeds the late Sir Keith 
Murdoch. 


The executive committee of the 
fund, which heard of these acces- 
sions at its meeting this week, also 
learned that it is hoped to lay the 
Restoration Stone in about 18 
months’ time. 

It will be provided by the firm 
that supplied Portland stone to 
Wren for St. Paul's, St. Bride's, 
and other Wren churches. Final 
decisions of the War Damage 
Commission are now awaited, and 
everything is ready for rebuilding 
to go ahead. 


Geoff Duke covers 
Motor Cycle Show 


Champion motor cyclist Geoff 
Duke was the guest of honour at 
a luncheon given by the directors 
and staff of The Motor Cycle last 
week. He was presented with the 
first copy of the 220-page Motor 
Cycle Show report number to 
come off the press. It was the 
biggest post-war issue. 

An exclusive fully illustrated 
article on the Show written by 
Geoff Duke is published in this 
week's issue of The Motor Cycle. 


‘Radio Times’ break down circulation 


To aid sales 
planning and checking their 
distribution, the Radio Times 
Circulation Analysis by Counties, 
1954, has been issued by the 
advertisement department of 
BBC Publications. It shows the 
distribution fieures for the issue 
of February 19, 1954, compiled 
by wholésale newsagents from 
their order sheets. 

The 8,255,105 net sale of the 
Radio Times was distributed as 


managers in 


follows: England, 7,205,502, 
Scotland, 566,908 ; Wales, 
339,700 ; Northern Ireland, 


114,424; and overseas, 28,571. 
Analysis on the basis of edi- 
tions gave the following figures : 
London and Home Counties, 
2,909,276 ; Northern, 2,456,610 ; 


Midland, 1,187,026; West of 
England, 639,113; Scottish, 
563,536 ; Welsh, 355,355 ; 


Northern Ireland, 115,618. 
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‘OLD BEN’ TO ‘Advertisements important in 


ADVERTISER'S WEEKLY 


newspaper design’ 
INTERNATIONAL DISPLAY SUGGESTED 


AT PRESENTATION 


OF AWARDS 


The position of advertisements must be taken into account 
when judging the lay-out and design of newspapers, Stanley 
Morison said at the presentation of the first Annual Awards 
for Newspaper Design, organised by “Printing World.” 


Mr. Morison received on 
behalf of The Times the plaque 
won by the paper as the best- 
designed newspaper of the year 
and the certificate for joint first 
may in Class I of the Award, 
or Sunday and national news- 
papers. 

“Next year's judges,” he said, 
“might well be interested in the 
disposition of advertising, and its 
right balance and disposal. This 
disposition is important from the 
readers’ point of view, as they 
are becoming increasingly inter- 
ested in what is being offered for 
sale.” 

Mr. Morison is the typo- 
graphical adviser to The Times, 
the Monotype Corporation, and 
to Cambridge University. 


Awards at lunch 


The presentation of awards 
was made at a lunch at the Savoy 
Hotel last Friday by Victor E. 
Walker, chairman of Linotype & 


Machinery, Ltd., who sponsor 
the awards. In addition to The 
Times awards, he presented 


certificates to Allen Hutt, who 


represented the Daily Worker, 
joint winners of the Class I 
award; to Charles  Fenby, 


editor-in-chief, and A. J. Josey, 
editor, of the Birmingham Even- 
ing Despatch, the best designed 
evening paper; and to Frank 
Cave, the editor, and J. H, Free- 
born, who represented the 
Shoreham Herald, winners of the 
award in the class for weeklies, 
bi-weeklies, and tri-weeklies. 

In his speech, Mr, Walker 
made two suggestions for future 
years. He thought that it might 


prove valuable to competing 
papers to know just how near 
they had been to winning an 
award, and it might therefore be 
advisable to print the first five 
names in each class. 

He also noted that there were 
comparable awards made in USA, 
Australia, and Canada. “Would 
it be possible to arrange some 
type of international contest, or 
as seast an exhibition 7” he asked. 

Chairman at the lunch was 
James Moran, editor of Printing 
World, who, after introducing the 
three judges—Brooke Crutchley, 
University Printer at Cambridge, 
J. M. Richards, a member of the 
editorial boards of The Architec- 
tural Review and The Architect's 
Journal, and W. Turner Berry, 
librarian of the St. Bride's 
Institute—paid tribute to the help 
the organisers had been given by 
various trade organisations, 
among them the Newspaper 
Society, the Scottish Daily News- 
paper Society, the British Federa- 
tion of Master Printers, and the 
Council of Industrial Design. 

He also thanked the directors 
of Stonhill & Gillis, Ltd., pro- 

ietors of Printing World, and 

r. Walker, for their help. 


For the judges, Brooke 
Crutchley said there had been © 
surprising unanimity on the 
awards. 

Next year's judges will be 
Charles Batey, Printer to the 
University of Oxford; David 


Bland, production manager of 
Faber & Faber, Ltd. ; and Oliver 
Robinson, editor of Good House- 
keeping, it was announced at the 
lunch. 


Mr. Walker presents the “Daily Worker’ certificate to Allen Hutt. 
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ADVERTISER'S WEEKLY 
HEDLEY, BYRNE & CO. LTD. 


MANUFACTURE} 


Manufacturers of the 


‘NEWMAN’ 
LABELLING 
MACHINE 


to reach makers of preserves, 
pickles, milk products, soup, 
pastes, etc. 


FOOD MANUFACTURE 


Stratford House, Eden Street 
Lon 


Current Advertising 


Films will sell Exquisite Form 
Bras in 1955 campaign 


~ Gevaert sign 
Winter Thomas 


Gevaert Ltd., have appointed the 
Winter Thomas Company Ltd. as 
their advertising agents from next 
January |. Preparations have been 
completed for an extensive trade 
and consumer campaign. 

Gevaert Ltd. are manufacturers 
of photographic products; they 
make a complete range of films, 
plates and papers, including photo 
mechanical processes and Tay. 
Their Gevacolor negative colour 
film is claimed to be the only one of 
its kind which can be used without 
a filter. 

The Winter Thomas Company 
will also be responsible for sales 
promotional schemes and aids. 


Coupons for recipes 

“Party Pieces” are the latest 
recipe leaflets being offered by Lin- 
Can fruit and vegetable advertise- 
ments which are appearing in 
women's magazines. They are 
offered to the general public by a 
coupon in the ads. Agents are 
F. J. Roe Ltd. 


What is claimed to be the first 


| filmlet to be used in this cou 


in a campaign for brassicres will 
be part of the 1955 ring and 
summer promotion sachet for 
Exquisite Form Brassieres. 

Scott-Turner & Associates Lid., 
who are handling the advertising for 
Exquisite Forth, state that the pro- 
gramme will be one of the biggest 
ever launched for a bra in the 
British Isles, 

The schedule includes frequent 
insertions in national daily and 
Sunday newspapers, the London 
evening press, Scottish and provin- 
cial papers. Also on the media 
list are Woman, Woman's Own, 
colour pages in Vogue, Vanity Fair 
and a wide selection of women’s 
weekly magazines and trade press. 

Exquisite Form brassieres are 
heavily advertised in America. Th 
were introduced to the Bri 
market earlier this year, when they 
appeared in the London area for 
the first time. 

Filmlets for the cinema adver- 
tising will be distributed through 
Pear! & Dean Lid. Another part 
of the promotion will be a large- 
scale poster campaign in 
London underground and a com- 
plete store promotion programme. 


CURRENT ADVERTISING “ AT A GLANCE ’’ 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


Accounts 


PALADIN food mixers and the 
RALLY DRY razor, made by 
Barclay & Sons Ltd. for 
Armstrong-Warden Ltd. 

JAY’S provincial fashion shops for 
G. S. Gerrard Lid. Campaign in 
provincial evening press. 

A. J. MACKANESS LTD., manu- 
facturers of hydraulic vehicle 
loaders, for Taylor Advertising 
Ltd. from January 1. 

ALEXANDER HOWARD (WEST 
END) LTD., manufacturers of 
F. Howard day and ec | 
gowns, for Scott-Turner 
Associates Lid. 

GEVAERT LTD. photographic 
products, for The Winter Thomas 


Co. Lid. 
WESTCOTT & CO. LTD., Clearplex 
and Vitapon, for C. P. Wakefield 


Lid. 

STAPLES & CO. LTD., mattresses, 
beds, divans, for C. Vernon & 
Sons Lid., from January 1. Cam- 
paign in national press and 
magazines. 

GUY LEONARD & CO. LTD., 
wine and spirit merchants, C. J. 
NEUMAN LTD., high pressure 

rease guns. PR accounts for 
. C, Liebman. 

LIQUINURE liquid fertiliser for 
illing’s Press Service Ltd. 
MACFARLANE ENGINEERING 
., LTD. electrical engineers, 
10CO LTD. rubber, leathercloth, 
lastics accounts to Watson- 
rown Advertising Ltd., Glasgow. 


TOM SMITH CRACKERS, usi 
magazines and Radio Times. (C. 
Vernon & Sons Lid.) 

CHILTON ELECTRIC PRO- 
DUCTS LTD., using quarter 
pages in Radio Times and large 
spaces in national press for clec- 


tric shaver loan offer. (S. C. 
Peacock Ltd.) 

THE JAMES CYCLE CO. LTD. 
using magazines, technical press 
and junior newspapers. cid 
Walker Advertising Ltd.) 

EXTRA-VITE vitamin tablets, 
using national dailies and Sun- 
days, provincial and trade press. 
(E. Walter’s Advertising Ltd.) 

RISE shaving cream, using national 
dailies, London evening press and 
trade journals for pre-Christmas 
campaign. (W. Tisbury & Co. 


Lid.) 

SERPELLS LTD., using trade press 
to introduce a new digestive 
biscuit. (C. J. Lytle Advertising 


Lid.) 

PLATIGNUM pens, using half-page 
in Daily Express, large spaces in 
national dailies and Sundays, 
Radio Times, magazines and trade 
press for pre-Christmas campaign. 
(Gordon & Gotch Advertising 


Ltd.) 

NESTLE’S cream, using whole 
ages in Daily Mirror, Radio 
Times, Daily Sketch, half-page in 
Daily Express, and large spaces in 
other national daily and evening 


pers 

chREOMA cake and pudding mix. 
using national dailies, Radio 
Times, women’s magazines and 
wade press. (S. C. Peacock Ltd.) 

CRONE & TAYLOR (EN- 
GINEERS) LTD. mechanical 
handling equipment, BOLINDERS 
co. LTD., diesel engines, 
MATHEW BROS., manufacturers 
of fork lift trucks, bulk loading 
shovels and excavators, using 
trade and technical press. (Scott- 
Turner & Associates Ltd.) 

EXQUISITE FORM sbrassieres, 
using national dailies and Sun- 
days, women’s magazines, pro- 
vincial press, filrnlets and —— 
for 1955 campaign. (Scott-Turner 
& Associates Ltd.) 
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Latest move in 
shaver battle 


Latest step in the advertisi 
battle between the manufacturers of 
electric shavers is a new offer by 
Chilton Electric Products Ltd. of 
a month's free trial of their shaver. 

Big spaces are to be used in the 
national daily and Sunday press and 
a series of advertisements in the 
Radio Times have been booked io 
name the Chilton Shaver month’s 
ree trial offer. 

Recently Remington offered their 
latest model for a week's free trial. 
Other manufacturers reacted by 
offering their shavers for a fort- 
night's trial. This was followed by 
a further promotion scheme when 
Remington offered a £2 “trade in” 
allowance for any other make of 
electric shaver to purchasers of the 
Remington shaver. 


Advertising for the Chilton 
Electric Shaver is being handled by 
Peacock Ltd. 


8. C. 
Film tie-up 


with brushes 


Hughes Brushes Lid. are using 
trade press advertisements to 
announce a tie-up plan for their 
product with a new film “Mad 
About Men.” 

At the London premiere of the 
film, Miss Glynis Johns, who stars 
in the picture, was presented with a 
‘Miranda’ dressing table set of 
brushes. 

Retailers are offered special dis- 
play material to tie-up with the film 
when shown locally. Agents for 
Hughes Brushes are C. Vernon & 
Son Ltd. 


Legal & Gazette 
Wills 


Frank Barrron Jexome CHester, 
executive director of Odhams Press Ltd., 
left £19,941 Is. 8d. gross, £18,204 
10s. 4d. net. (Duty paid £2,189.) 

Joseru RayYMOnD, editor-proprietor of 
Modern Refrigeration and Handbook 
Refrigeration Material, 
6s. 16s. Id. net 


left his share 

in J. & T. A. Raymond, equally between 

his children Joseph, Theodore and CF oris. 

Eanest Wuitam Henry Saviit, for 

over 50 years with Associated News- 

papers Ltd., and late assistant advertise- 

ment manager, Daily Mail, left £4,023 
Is. 5d. gross, £3,956 7s. 6d. net. 

Georce Capsury, a director 

Bros., Ltd., 899.1943, 

f the British Cocoa 

. Ltd., left £75,397 


ordinary shares in 

his sons George and John and his son- 
in-law George Breeze, each to receive 
one-third. 


New Companies 


Teliex (Publications) Ltd., 74 Newman 
Sweet, W.1. Newspaper and magazine 
oprietors. Nominal capital: £100. 
irectors: E. Goldschmidt and I 
Coleman. 
Dimbleby & 
the — er of F. 


Parm, UL , ‘ . G. 
Dimbleby and Henrietta Anderson. 
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Imagination and fact oe 


TOO MUCH IMAGINATION in an advertisement may obscure the sales message — 
even, perhaps, the product. On the other hand a straight, factual announcement can 
be downright dull. ¢ 
Creative people at 8. C. Peacock use their imagination to give prominence and interest 
to the facts. But in using their imagination they never lose sight of the fact that they 
are out to sell—hard. Sales points are rammed home. The reader is urged to take 
some form of action there and then. Ads. are couponed, keyed so that the relative pulling 
power of each ad. can be judged. 
In fact ours is the direct approach, and we believe that is why our advertising is so 
consistently successful. 
Advertisers interested in hard-hitting advertising backed by clear, plain thinking 
should see 8S. C. Peacock about it. 


Ss. C. PEACOCK LIMITED Incorporated Practitioners in Advertising 


“UADDOX HOUSE, 215/221 REGENT STREET, LONDON, W.1. REGent 1081 - 18 LLOYD ST. MANCHESTER 2. DEAnsgate 569! 
21 LEIGH STREET, LIVERPOOL. ROYal 8861 . RUSKIN CHAMBERS, 191 CORPORATION ST., BIRMINGHAM. CEN«ral 7705 
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ADVERTISER'S WEEKLY 


Bournemouth 


Resort’s campaign makes 1,500 
contacts for Id., says Mayor 


Club News 


Oxford 
Comparison with 


US advertising 


R. D. L. Dutton, a director of 
London Press Exchange  Litd., 
addressed the fortni r meeting of 
the Advertising Clu Oxford last 
week ye Mt They do it Better in 
the US 

Mr, rain has recently finished 
an extensive tour of the USA, where 

studied advertising, marketing 
and market research. 

He said that there was a much 
larger total value of advertising in 
America, but this was commensurate 
with the larger population. Adver- 
tising was used more extensively by 
merchants, as well as by manufac- 
turers and distributors. 

He felt that in some respects 
American advertisers were not doi 
it very well, and some classes o 
media were not so well used as here. 
Nevertheless, almost all the large 
national accounts ran their own 
market research, or supported 
market research organisations, This 
work could only be undertaken 
seriously on this scale where the 
appropriate percentage can be allo- 
cated from the large advertising 
appropriation. 

It was announced at the meeting 
that one of the longest serving mem- 
bers of the club had died suddenly. 
He was Percy Brown, the displays 
and advertisin anager for the 
Southern Gas hosed. te had long 
supported the proper use of adver- 
tising in gas sales promotion. 


Leeds 


‘Advertise Leeds’ 


Leeds firms should advertise in 
the name of Leeds, Miss Doris 
Richardson, advertisement director 
of Norman Kark Publications, said 
at a luncheon meeting of the Pub- 
licity Club of Leeds fast Thursday. 

“I have found great reluctance 
among local firms to advertise in the 
name of Leeds,” she said. “They 
all want to use their London show- 
room address, This is quite wrong. 
Leeds is one of our principal cities, 
and two-thirds of the country’s 
industry is done in the provinces. 
Why not do all you can to raise the 
standards of the hotels and so on in 
— city and advertise yourselves? 
Say who you are, and say you are 
of Leeds.’ 


Cotswolds 


Second annual event 


The Publicity Club for the Cots- 
wolds held its second annual dance 
at the Queen's Hotel, Cheltenham, 

The president, R. H. Bound, 
and the chairman, T. Cruwys, wel- 
comed the Mayor of Cheltenham 
(Cr. A. W. Mann) and the 
Mayoress, The arrangements were 
in the hands of Bert Milner (social 
secretary). 


The Mayor of Bournemouth, Cr. 
George Smith, quoted some figures 
of Bournemouth Corporation's 
advertising at the annual dinner of 
the Bournemouth Publicity Club at 
the Carlton Hotel last week. 

Before becoming Mayor, he had 
been chairman of the publicity com- 
mittee for several years. 

He claimed that Bournemouth 
spent more on publicity than any 
other resort and he said specifically 
that they found that press adver- 
tising was their best medium and 
produced wonderful results. 

He said that the publicity com- 
mittee were allowed a the 
finance committee to spe on 
advertising for the year, but by 
revenue-producing schemes worked 
out by the town’s publicity depart- 
mem they managed to raise an 
extra £20,000 to spend on top of 
the allocation, 

The extra £20,000 raised was spent 
on producing guide books, hotel 
guides and booklets, leaving the 
£12,500 for general advertising. Of 
that amount they spent £9,000 on 
press advertising, producing wonder- 
ful results, as for every penny spent 
they reached 1,500 people. 

he Mayor was replying to the 
toast of Bournemouth proposed by 
Eric Putnam, manager and director 
of Bournemouth Times. The toast 
of ~ club was proposed by George 
ales. 

The chairman, M. L. W. Wilson, 
announced at the dinner that the 
club is putting up an annua! prize 
of £15 for students of advertising 
and commercial art. 


Berks and Bucks 


Price conscious 


A. J. Speakman, technical officer, 
British roductivity Council, told 
the Berks & Bucks Publicity Asso- 
ciation: “While the Americans are 
cost conscious, we here are stressing 

rhaps too much the price factor. 

¢ also tend to compare the present 
with the past and feel satisfied when 
this year's figures are better than 
those of a few years ago.” 
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This group was taken at the annual dinner of the Publicity Club of 


Bournemouth. Left to right are: S. A. Tilley, 
vice-president, Leslie Miller, honorary 


W. H. Howlett, the club's 
secretary, George H. Wales, the 


vice-chairman, F. Courtnay, 8. Carey, chairman M. L. Wilson, and 
Cr. G. Smith, the Mayor of Bournemouth. 


Regent 
. *-* 
‘Royal’ visitor 

Maureen O'Neill, who was elected 
Queen of the Press at the recent 
London Press Ball, will present the 
prizes at the Regent Advertising 
Club to-morrow (Friday) when Miss 
Regent Club will be elected by 
members. 

This function will give members 
another chance to Pave contribu- 
tions to the club’s Christmas treat 
for 40 NABS orphans in the stock- 
ing which the club has placed in 
the dining room. Bertram Mills 
circus have also given a generous 
donation. 


Sheffield 
200 prizes at 


annual dinner 


TV, stage, and screen star Pat 
Cutts presented the chief prizes of 
more than 200 that were given 
away at the annual dinner and dance 
of the Sheffield Publicity Club, held 
at the Royal Victoria Hotel. 

Lt.-Col. Maurice Batchelor, presi- 
dent of the club, and his wife 
received the guests, among whom 
were the Deputy Lord Mayor of 
Sheffield, Cr. Oliver Holmes and 
Mrs. Holmes, F. K. Gardiner, 
director and editor of the Sheffield 
Telegraph, and N. St. J. Stembridge, 
director and advertisemem manager 
Fig Sheffield Telegraph & Star 
Ad, 


This cartoon by Sheffield Telegraph & Star Lid. artist Heap was drawn at 
the Sheffield Publicity Club annual dinner and dance. 


London 


Celebrity night 


Pa 4 Boyle, the TV announcer; 

A. E. Matthews, the 85-year-old 
actor; and Maureen O'Neill, chosen 
as Queen of the Press at the London 
Press Ball, were guests at a Publicity 
Club of London celebrity night at 
the Aldwych Club on Monday. 

Two members of the club's public 
speaking section, Leslie Martin and 
Mrs. azel Martin, substantially 
defeated speakers of the Croydon 
Scottish Associated last week. 
Croydon proposed “that the pub- 
licity value of Scotland lies more in 
its present achievement than in its 
past traditions.” 


Wolverhampton 


Plea for time to 


prepare stands 


An exhibition stand was a form of 
live advertising, and should not be 
spoilt by bad copy and spesteasons, 
Raymond Cook, of Cooks Displa 
Productions, London, told mem 
of the Publicity Club of Wolver. 
hampton. 

Mr. Cook pleaded for manufac- 
turers to give their display con- 
tractors ample time for preparation, 
thus avoiding worry and many 
overhead expenses. 


Hull 


24th anniversary 


celebrations 


The 24th anniversary of the for- 
mation of the Hull Publicity Club 
was celebrated at the annual gala 
held at the New York Hotel, Hull 

Major J. A. Iverson, president of 
the club, who was accompanied by 
Mrs. Iveson, presided at the dinner. 
Afterwards a large tombola, with 
hundreds of attractive prizes, was 
held, followed by dancing. Ladies 
who attended received the gift of 
a make-up set. 


In brief... 


Lynn Elliott, Aberdeen Journals 
Lid., spoke on “Publicity and the 
North East of Scotland” to the 
Publicity Club of Aberdeen. . . . 
Victor Crosse told history of Crosse 
and Blackwell for 634th time last 
Friday at the Publicity Club of 
Glasgow. . . . Ad-venture, the Hull 
Publicity Club’s magazine, appears 
in new format in semi-stiff covers. 
, Advertising Club 
has new catering facilities, 
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New commercial 
TV programme 


company formed 


Associated Newspapers Ltd. 
and Broadcast Relay Service Ltd. 
have formed a new company, 
Associated-Rediffusion Ltd., to 
carry out their programme con- 
tract with the Independent Tele- 
vision Authority. 

Chairman of the new company 
is J. S. Wills, chairman and 
mapaging director, Broadcast 
Relay Service Ltd. Stuart 
McClean, managing director, 
Associated Newspapers Lid., 
managing director, Daily Sketch, 
and director, Taylor Bros., and 
Wharfage Co., Ltd., is deputy 
chairman. 

Members of the board include 
Robert A. Redhead, director and 
general manager, Associated 
Newspapers Ltd., director, Daily 
Sketch and director, Empire 
Printing Ink Co. Ltd.; C. W. V. 
Truefitt, advertisement director, 
Associated Newspapers Ltd.; and 
G. F. Sanger, director, Associated 
Newspapers Ltd. and director, 
British Movietonenews Ltd. 

Other members of the Board 
are Paul Adorian, deputy manag- 
ing director, Broadcast Relay Ser- 
vice Ltd., J. Clayton, director and 
comptroller, Broadcast Relay 
Service Ltd. and Sir Edwin 
Herbert, senior partner, Sydney 
Morse and Co., solicitors. 

Capt. T. M. Brownrigg has 
been appointed general manager 
of the new company. He is at 
present general manager of the 
Bracknell Development Corpora- 
tion. A. W. Groocock has been 
appointed secretary of the new 
company. 

Negotiations for other chief 
executives and for studio premises 
are proceeding. 

Associated Newspapers and 
Broadcast Relay Service have a 
contract with the ITA covering 
Monday to Friday for the 
Authority's London station. 


S. McClean. 


Survey tells the 


R. A. Redhead. 


559 


C. W. V. Truefitt. 


marketing story 


of 70 provincial towns 


Marketing information on the 
70 towns and districts covered 
by the 16 journals of the North- 
cliffe Newspapers group is pro- 
vided in the second edition of 
Scanning the Provinces, which 
has now appeared. 

The districts surveyed are Hull, 


Grimsby, Lincoln, Stoke-on- 
Trent, Derby, Leicester, Bristol, 
Swansea, Gloucester, and 


Cheltenham. As an example of 
the coverage rovided, the 
survey of the Hull district gives 
the number of the retail outlets 
in some 60 different trades in 


Hull, Beverley, Bridlington, 
Goole, Haltemprice, Hornsea, 
and Withersea, together with 
market days, multiple ships, 


departmental stores and banks. 


Aerial photograph 


Also provided are statistics 
about population rates and hous- 
ing; an aerial photograph of 
Hull, with main buildings 
identified ; figures of industrial 
employment ; farming and agri- 
culture ; population, nates, and 
housing ; and details about gas, 
electricity, and water ; radio, TV, 
post offices, dog licences, births, 
marriages, and deaths ; vehicles ; 
local government and education ; 
income ; medical and professional 
occupations ; climate ; entertain- 


Friday, November 26 
INSTITUTE OF PUBLIC 
ag.m. Caxton Hall 2.3 p.m 
Social evening, St. Ermin’s Hotel, 
Caxton Street, $.W.1. 6 p.m. 
1sMA London branch ladies’ night, 
Grosvenor House, London 


RELATIONS 


REGENT ADVERTISING CLUB “Miss 
Regent Club "’ contest. 7 p.m 
PUBLICITY CLUB OF GLASGOW 
luncheon meeting. N. Tranter on 
“ But does the word flourish?"’. 
Grosvenor Restaurant, 12.55 p.m. 
Monday, November 29 

PUBLICITY CLUB OF LEEDS public 
speaking group. Great Northern 
Hotel, Leeds. 6.30 p.m 


BRISTOL AND WEST PUBLICITY CLUB 
meeting Carwardines, Baldwin 
Street. 6.30 p.m . 
PUBLICITY CLUB OF LONDON talk. G 
Winn on ‘‘Publicising People,” 
Wardorf Hotel. 6.15 p.m. 


Teesday, November 36 
BIRMINGHAM PUBLICITY ASSOCIATION 
evening meeting. W. G. Appleyard 
on “‘To-morrow's sales." Queens 
Hotel. 6.30 p.m 


ADVERTISING DIARY 


Wednesday, December |! 

REGENT ADVERTISING CLUB educa- 
tional visit No. 2. 3 p.m 

ma lecture. B. O. Holt on “‘Pro- 
cess Blocks.’ 

ROYAL SOCIETY OF ARTS lecture 
J. V. Dean on ‘The Insulation of 
Modern Submarine Cable."" John 


Adam Street, Adelphi, London, 
W.C2. 2.0 pm 
BRITISH DIRECT MAIL ADVERTISING 
association second of six talks 
Speaker D. C. McArthur. Royal 
Scottish Corporation Hall, Fetter 
Lane, 5.30 p.m 
. December 2 


CITY OF LONDON COLLEGE lecture. 
Speaker A. J. Bateson. 5.30 p.m 
PUBLICITY CLUB OF Leeds luncheon 
meeting. Sir S. Tallents on ‘Public 
Relations for Advertising.’ Creat 
Northern Hotel, Leeds. 12.45 p.m 
isMa (oventry Branch meeting 
The Wine Lodge, Coventry 

BRITISH SALES PROMOTION ASSOCIA 
THOS meeting. J. W. Hazzlewood 
on “Sales Promotion by House 
Magazine."’ 8% Hill Street, London, 


Wl. 630 pm 
PUBLICITY CLUB OF aBEeRDEEN film 
7.38) pan 


evening 


ment, including sport and exhibi- 
tions ; and financial facts about 
local companies. 

Finally comes information 
about the Northcliffe papers 
serving the district, including 
certified sales, advertisement 
rates, and circulation maps. 


5,000 questionnaires 
R. J. Penney, advertisement 
director of Northcliffe News- 
papers, states in a foreword that, 
to get the necessary information, 


more than 5,000 questionnaires 
were completed, and hundreds of 
personal contacts made with 


Government and municipal de- 
partments, professional and trade 
associations, and other authorita- 
tive sources. 

B. F. Stevenson, the Group's 
artist, executed the art work, and 
Allan Duskwick was responsible 
for the collation of the informa- 
tion obtained at national level. 
The advertisement managers of 
the newspapers in each of the 
provincial centres covered by the 
group co-operated by following 
up the sources of local informa- 
tion. 

Bound in deep-blue varnished 
boards, the book has a coloured 
thumb-index for easy reference. 


Shop-fitting journal 

Mallard Publications Ltd., a sub- 
sidiary of Blandford Press, are to 
publish a new quarterly magazine, 
Shops, for the National Association 
of Shopfitters. First issue is 
scheduled for March 15. It is in- 
tended that the principal readership 
of the journal will be the shop- 
fitting industry's actual and potential 
customers. 


F. Colebrook 


Frank Colebrook, founder of F. 


Colebrook & Partners, newspaper 
and printers’ valuers and auc- 
tioneers, died at his home at 


Woking last week. He was 92. He 
was the oldest member of the Press 
Club, and had been a reporter in 
the House of Commons in Glad- 
stone's time. 

He started his career as a jour- 
‘nalist on the Reading Observer: 
from there he went to the Western 
Morning News and the Gloucester 
Citizen. He came to London and 
joined the staff of the old Central 
iews Agency, and subsequently be- 


ADVERTISER'S WEEKLY 


Copyright laws 
are ‘archaic’ 


“Whatever one may think of 
the Television Act it is clear that 
commercial television is a power- 
ful new advertising medium which 
advertisers and agents ignore at 
their peril.” 

This view was expressed by 
P. G. Langdon-Davies speaking 
on “Legal Aspects of Commercial 
Television,” second in the series 
of lectures on the law and sales 
promotion at the City of London 
College 

After analysing the provision of 
the Television Act Mr. Langdon- 
Davies said that the important 
point which arose out of competi- 
tive television was copyright. 

The present Copyright Act 
passed in 1911 was “hopeless! 
archaic” in this respect, he said, 
and lawyers had to apply sections 
dealing with “records, perforated 
rolls and other contrivances” to 
TV images and sound tracks. 

Under the existing law, for ex- 
ample, a commentary on a boxing 
match broadcast from a recordin 
was protected as a “musica 
work,” while a commentary 
broadcast “live” was not pro- 
tected at all. 

The Copyright 
which reported in 
recommendations which would 
deal with this situation. The 
advent of commercial TV makes 
the changes recommended by the 
committee more urgent than ever. 


Golf 
Press society 


The seventh annual dinner of the 
Press Golfing Society, now in its 
golden jubilee year, will be held at 
the Press Club next Thursday, The 
chair will be taken by the president, 
the Hon. Max Aitken, 

Speakers will include Sir J, Maud, 
W. Emsley Carr and A. Christian. 
sen. As in previous years, there will 
be variety entertainment, Members 
should apply for tickets to the hon, 
treasurer, P. E. Verstone. 


1955 NAGS fixtures 


Next year's fixtures for the News- 
paper Advertisers’ Golfing 
Society are as follows: 

Week-end at Royal St. Georges, 
Princes, and Deal—-April 1, 2 and 
3; spring meeting, Walton Heath 
Wedne ay. May 11; summer meet- 
ing, Berkshire—Wednesday, July 
13; autumn meeting, Sunningdale — 
Thursday, September 29. 


Committee 
1952 made 


cover. kw 


came a well-known figure in the 
House of Commons’ press gallery. 

For some time he was owner 
the Dorking Advertiser, eventually 
becoming a freelance journalist and 
specialising in articles for printing 
trade journals. 


A. C, Everard 


A. C. Everard, of the Railway 
Clearing House, who was secretary 
of the BTC public relations and 
publicity committee and of various 
commercial sub-committees, died 
recently. The cremation service took 

ce at Kingston, Surrey, on 

ovember 22. 
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ADVERTISER'S WEEKLY 


LEADING Dealer-Service Organisation 


requires enterprising Sales Promotion 
Executive to develop enquiries for 
window-display campaigns on behalf 
of National advertisers, Applicant 
must be man of ideas and ambition 
and able to creafe own advancement. 
Comprehensive details, including 

esent salary earned, to 

» 9396 Ad. Weekly 180 Pleet St BC4 


COLOUR RETOUCHERS wanted for 


expansion of colour section, Vacan- 
cies for Senior Artists and improvers. 
Good wages, bonus and superannua- 
tion schemes. Write or telephone for 
appointment to Art Director, Studio 
Irwin Lid., 118 Chancer Lane, 
tentes. WC.2. Tel: Ancery 


CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 4 hgh line, 40s. per dieptay panel inch. 


APPOINTMENTS WANTED, 3s. per line, 


Weekly.’ 180 Pleet Street, London, 


Series rates on application : all 
BE ‘PREPAID. Address “ Advertiser's 


E.C4. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant: “* The engagement of — answering these advertisements must 


i aaaee feces @ Lest Come of Oe ee & 


or a Scheduled By me me med 


Aqseey § the ym he. hl TF, — 
or em ployment, from Provisions 
“5 Notification of at, -4 


(1) A good Typographer 


both with agency experience. 
and stating salary required to: 


ARMSTRONG-WARDEN 


require 


(2) A first class Visualiser 


The Secretary, 
ARMSTRONG-WARDEN LTD., 
69, New Oxford Street, W.C.1 


Write giving full details 


EXPANDING COMPANY situated in WE ARE LOOKING 


Middlesex has a vacancy for an 
Assistant to the Advertising Mana: 

Ability to absorb training and willing- 
ness to accept responsibility will be 
considered more important than pre- 
vious experience en aged between 
25 and 30 years are invited to send 


9925 for an appoiatment to show 
specimens. 


full particulars of their education and 

background to 

Box Ad. Weekly 180 Pleet St BC4 
SPACE SALESMEN required in all dis- 

tricts, for local maps advertising. Car 

supplied after trial 

Box 9352 Ad. Weekly 180 Pleet St BC4 


COPYWRITER 


required 


with special interest in 


AGRICULTURAL 
SUBJECTS 


Opportunities for Two Artists 


1, EXPERIENCED 
LETTERING ARTIST 

2. JUNIOR 
LETTERING ARTIST 


Both vacancies—in studio of 
advertising agents in S.W. Lon- 
don—for men who are now in 
a rut and who wish to progress. 
Five day week. 


Write to 
os 9386 
Advertiser's Weekly 180 Fleet St EC4 


PHILIP RIDGEWAY ASSOCIATES 


require Publicity Assistant, experience 
useful but not essential. Qualifications: 
initiative, stamina, ideas, personality, 
typing, able to work under extreme 
pressure, irregular hours. Write only, 
stating age, experience, salary, 14 
Endell Street, We. ‘ 


The position is in a well-known 
London Agency. Our staff 
knows of this advertisement. 


Please apply to 


Box 9423 


Advertiser's Weekly 
180 Fleet Street E.C.4 


INTEREST 
AND SCOPE 


An exceptionally interesting 
appointment as Assistant to the 
Director of the National Milk 
Publicity Council is offered to 
aman about 25/35 with good 
education and advertising, public 
relations/or journalistic experi- 
ence. Duties will include run- 
ning office in Director's absence, 
liaison with agency, supervisin: 
production of educationa 
material, etc., etc. Salary accor- 
ding to qualifications and experi- 
ence. Kindly write in confi- 
dence full details of education, 
yy and salary required 

S. Gordon Coller, National 
Milk Publicity Council, 233 
Strand, London, W.C.2 


NovemsBer 25, 1954 


APPOINTMENTS VACANT 


CAN YOU 
WRITE 
COPY ? 


The makers of ‘ Prestige’ 
Housewares require an 
assistant to the Advertis- 
ing Manager. Applicants 
must be able to provide 
clear evidence of ability to 
write in a lively, imagina- 
tive style for trade and 
consumer literature. He 
should be young (25-30), 
energetic, and able to 
search out facts and pre- 
sent them with force and 
conviction. The scope of 
the job is wide, offering 
excellent opportunities 
for an ambitious man in 
a company where enthu- 
siasm is appreciated. 


Write giving details of 
past experience and salary 
required to:— 
Advertising Manager, 
Platers & Stampers Ltd., 
14-18, Holborn, 
London, E.C.1. 


LAYOUT MAN with sound 


t 
graphical knowledge, capabie of Best. 
class finished lettering, required by 
expanding Art Studio in central area. 
He would be required to work on 4 
wide range of consumer and technical 
accounts. 5-day week. Pension scheme 
and non-contributory life assurance. 
Interviews can be arranged on Satur- 
day mornings if required Applica- 
tions, stating details of past experience 
and salary expected, to 
Box 9357 Ad. Weekly 180 Pleet St BC4 


COMPETENT VISUALISER 


with ability to produce certain amount 
of finished work wanted by Fleet 
Street Agency 
Write for an appointment to 

Box 9419 


Advertiser's Weekly 180 Fleet St €C4 


MASS-OBSERVATION market research 


section. Extra report writer needed. 

Interest in qualitative approach pre- 

ferred. State experience, salary re- 

en 7 Kensington Church Court, 
8. 


EXPERIENCED 
GENERAL 
ARTIST 


required by Publicity Consultanes for 
—- Engineering Industry to lead new 
sam of Ore first-rate Designers producir g 
high quality press advertisements, 
— etc. Ability to produce finished 
work from technical drawings is 
ron essential ualification. Salary 
according to 


Box 9337 
Advertiser's Weekly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS VACANT 


| 
} 
GREENLYS | 


An Opportunity 
for an 
up-and-coming young Require a junior executive to be | — 
Advertising Woman | | | porcanc group of accouncs, | Market and 
A ean me te Oh tom man we ~y A mind is 


Publicity Department for a young 

woman—preferably with some 

advertising agency experience— t mill’ with expe , of 
ral stant and octa- 

cennl aoeresery.. There is a great production, traffic and general 

variety of work and plenty of ag routine, 


scope for an industrious person. Appiications should be addressed 


probably not 30 years of 
, but who hes 6 been ‘‘through 


Attitude Research 


Essential actribuces are reliability 


and initiative, good shorthand and 
typewriting, a nice personality 
and the abilicy to work for an 
organisation rather than for her- 
pA a Please apply in wri 


in writing first please, with full 
details of experience, salary 
required, etc., to Personnel 
Manager, 


McCann-Erickson Advertising Limited in process of 
strengthening and enlarging their Research Department, 
invite applications for the posts described below, which 


stating age and salary ex 
CLAUD WYATT, 
Promotion Manager, 
ILLUSTRATED 
NEWSPAPERS 
195-198, Strand, W.C.2 
(Mark your letter “ personal”) 


are open equally to men and to women, 
GREENLYS LIMITED, 


9, Berkeley Street, W.!. 


A Market Research Executive, 


who must have had not less than 3 years’ experience with the 
standard techniques of market research by sample survey, and 
be capable of planning and controlling the conduct of large 


ARTISTS required for mail order cata- 
logue illustrations. Must be full 
experienced and accustomed to hi 
standard of work Improvers 
required for this department Per- 
manent positions in Central London 


CcoPYw REQUIRED. An open- —e. sr oarito &: BCé or small-scale routine enquiries with a minimum of super- 
ing arises for a keen intelligent young om eekly Fleet +8 : ae 
oun @ ot ep “tan ton a to Copy | SHORTHAND.TYPIST required for vision. Some knowledge of the more sophisticated statistical 
Chief. Must have had previous Agency West End Advertising Agency. 


techniques will be a considerable adpantage: in addition, 
he must be interested in and prepared to learn something of 
the technique of statistical social psychology, though a formal 
training in psychology is not essential. 


experience and be able to think clearly 
and write lively, convincing copy, un- 

- On a variety of interesting 
accounts. First-rate opportunity for 
a man with me 


Correspondence and some copy-work. 

Five-day week, bonus scheme 

Box 9427 Ad. Weekly 180 Pleet St BC4 
ADVERTISING DEPARTMENT, re- 
Smee's wire male assistant, age between 
Street, 5-35. General capertence in agency 
or advertising department essential. 
Tel.: WELbeck 0774 Commencing celery approximately 
EXPERIENCED PRODUCTION £700, accordin ualifications. 

ASSISTANT required by Liat, sized Write, giving fan details to Head 

agency. Good working conditions. Manager, J Bibby & Sons on 

Box 9438 Ad. Weekly I King Edward Street, Liverpool, 


A Psychologist, 

who need have had no previous commercial experience, but 
holding at least a first degree and preferably a higher degree 
in psychology, with particular reference to experimental, 
occupational or social psychology : some clinical experience 
will be considered an advantage, and a working knowledge of 
the appropriate statistical procedures is essential. He will be 
responsible (under the Director of Research) for the designing, 
adaptation and testing of psychological techniques for the large- 
scale study of advertising and marketing problems. 


Waddicors 


have a vacancy for another 


Experienced 
Typographer 


A Pield Psychologist, 


whose formal qualifications need not be as high as the previous 
appointment, but who must have some basic knowledge of 
psychology and considerable experience in the conduct of 
penetrative interviews. His (or her) principal function will 
be the conduct of such interviews, which may be either 
unstructured, semi-structured or formal, and the analysis 
of the results. 


to work on interesting group of accounts, 
both for press and print. Agency experience 


Applicants for these appointments are invited to write, 
in re Sullest detail and stating their own views as to their 


salary level, to t 
desirable, good salary for right man. 
Mr. Harry Henry 
Apply by *phone or letter to Se 
STUDIO MANAGER, McCann-Erickson Advertising 
BOOTH WADDICOR & PARTNERS, LTD. 


38 PARK STREET - LONDON - 
Telephone : GROsvenor 7511. 


w.i 


Brettenham House, Lancaster Place, London, W.C.2 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT @& 


MESSRS. HARD-TO-PLEASE 
still need another 


COPYWRITER 


We want a first-class creative 
thinker able to start from scratch 
and to follow through. We will 
provide plenty of excitement— 
and some hard work too! This 
18 a job for a real advertising man 
who wants to. enjoy life as he 
progresses. Please write in 
confidence to: 


Creative Director, 
Legget Nicholson & Partners Ltd., 
17, Seratiord Place, W.!. 


HESLOCK LIMITED, 


Practitioners in Advertising, 


black and white and colour work 


Must have creative ability; figure work 


and typography an asset, Write, 
stating age, experience and salary re- 
uired, eslock Lid., 5 St. Paul's 


Street, Leeds, 


PRODUCTION 


leading London Agency 
will be given to applicants under 25 


Giood working conditions and pros- 
teciti- 

giving 
age, Saperweee and salary required to 
3 Ad, Weekly 180 Pleet St PC4 


pects. S-day week 
ties. Sports activities 


Luncheon 
Apply, 


Rox 94 


Incorporated 
require 
commercial artist (male or female) 
preferably with agency experience, in 


ASSISTANTS, with 
agency experience, are required by 
reference 


| 
| 
' 
| 
| 
| 
} 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


* The monet of persons answering these advertisements must 
Office of the Ministry of Labour or « 


WARDROBE COURT 


STUDIO MANAGER 
WANTED 


We are looking for an experienced Artist with an eye for 
detail and a flair for organization, capable of controlling and 
guiding the work of a group of Artists in a Studio where 
quality and service are first considerations. 
telephone for an appointment. 


WADHAM ARTISTS : 
146A QUEEN VICTORIA 
STREET EC4 


CITY 1144 


Write or 


ASSISTANT ACCOUNT EXECUTIVE 


required by Hampshire agency. State 
age, experience, salary Own staff 
notified. 

Box 9424 Ad. Weekly 180 Fleet St EC4 


TECHNICAL WRITER required by old- 


established engineering company, 
South Birmingham, for maintenance 
handbooks, catalogues, etc. Experi- 


ence of this work and engineering 


qualifications important. Interesting 
and progressive position. Apply, in 
confidence, stating age, experience 
and salary required, to Personnel 
Manager 


Box 9425 Ad. Weekly 180 Fleet St BC4 


4 


MALE JUNIOR ASSISTANT 


(early 
twenties) required in busy Sales Pro- 
motion Department of leading organ- 
isation. Main duties will concern the 
compilation and maintenance of 
accurate records in connection with 
publicity material and general assist- 
ance on all aspects of the depart- 
ment's functions. A genuine interest 
in publicity is essential, as this posi- 
tion can lead to increasing responsi- 
bility in the future for the right man 
Salary £350-£400, according to quali- 
fications. Details of age, experience, 
eic., to Box R. 686, c/o Streets, 110, 
Old Broad Street, E.C.2. 


Advertiser's Weekly 


CREATIVE 
VISUALISER 


A rapidly expanding London Agency requires 
an experienced advertising artist and ideas man 
to head its creative team. 
first class visualiser, capable of exciting presenta- 
tion, he must be able to contribute original 
thought to advertising and marketing problems. 
This is an executive position involving responsi- 
bility for art buying and studio direction. If 
you are sure you can command a four-figure 
salary, send details of your experience, which will 
be treated in confidence, to 


BOX 9445 
180 Fleet Street E.C.4 


Our own staff are aware of this vacancy. 


In addition to being a 


Croydon Advertising Studio 
require 


RETOUCHING ARTIST 
LETTERING ARTIST 


Excellent salary, first-class work. 
Telephone | . Artvertising 
cR O: : 3930 


LETTERING and Finishing Artist re- 


wired, ex 

rst-class 
visuals 
Ww 


rienced man able to do 
nished drawings and colour 

Telephone Miss Hunt, c/o 
de Majo, FLAxman 6816 


CREATIVE ARTIST required to work 


closely with a small design team 
Essential to produce finished art-work 
from visuals and lettering. Excellent 
‘ospects 
x 9442 Ad. Weekly 180 Fleet St BC4 


Assistant 
ART BUYER 
Required 


Successful applicant should 
have a sound knowledge of 
methods of reproduction 
and experience of the art 
market to ensure that he 
or she can handle the art 
buying for a group of 
varied and _ interesting 
accounts. 

Please write in first in- 
stance giving details of 
experience and salary re- 
quired to: 


The Art Director, 
Graham & Gillies Ltd. 
37 Golden Square, 
London, W.1. 


| 


Novemper 25, 1954 


APPOINTMENTS VACANT 


PUBLICITY 
has vacancy for another 


LAYOUT MAN 


Agency trained and capable 
of producing slick presen- 
tation roughs, with reason- 
able figure interpretation, 
for National Press Cam- 
paigns and other publicity 
material, Must have sound 
knowledge of typography. 
Pension scheme. 

Write, giving age, ex- 
perience and salary re- 
quired, to The Publicity 
Production Manager, 
George Newnes, Ltd., 
Tower House, South- 
ampton Street, Strand, 
London, W.C.2. 


SHORTHAND TYPIST 


FIRST CLASS 


COPY DETAIL CLERK required by 


old-established Fleet Street Agency. 
Knowledge of technical and trade 
media essential. Must be conscien- 
tious, able to take responsibility and 
work on own initiative. Write, giving 
full details and salary required 

Box 9439 Ad. Weekly 180 Pleet St BC4 
required for 
store advertising office, South London 
area ew 4 knowledge of 
advertising an asse 

Box 9440 Ad Weekly 180 Pleet St BC4 
lettering and layout 
men required by progressive Adver- 
tising Agency. Light, pleasant offices 
"Phone for appointment to: Commer- 
cial Publicity (London) Ltd., HYDe 
Park 9583/4/5 


OPPORTUNITY 
knocks 
for 
creative man 


If you are an A.I.P.A., aged 
25-35, with about 5 years 
experience on medium 
consumer campaigns; if 
you can think and plan 
constructively, write sound 
selling copy and perhaps 
indicate your ideas in rough 
visuals; if you are not 
above pioneering in a 
small London agency which 
will shortly take a large 
step forward—write full 
details to us. (Own staff 
know of this appointment). 


Box 9430 
Advertiser's Weekly 180 Fleet St EC4 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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NoveMBer 25, 


1954 


APPOINTMENTS VACANT 


DOWNTONS LTD. 


require 
a 


Top Flight 


COPYWRITER 


and 


VISUALISER 


to work together on an 
interesting new group of 


accounts 


Write fully, in confidence to 

Personnel Manager, 
TEMPLE BAR HOUSE, 
FLEET STREET, E.C.4. 


ADVERTISING ASSISTANT; Young 
man required for departmental duties. 
Progressive position to suitable appli- 
cant. Write, giving details of past 
experience, age and wages required, 
3. & . The Rawiplug Company 
Limited, Cromwell Road, S.W 


SALES 
REPRESENTATIVE 


Mills & Rockleys Ltd. 
require Sales Representa- 
tive for London area to 
sell silk screen displays and 
posters, etc. Knowledge 
of trade essential. Salary 
and commission. Write 
giving full particulars to 
C. A. Bowack, Mills & 
Rockleys Ltd., 21, Queens 
Road, Coventry. 


EDITORIAL ASSISTANT, with sound 
reporting, sub-editing and make-w 
experience, male or female, 21-30, 
required for important new post with 
well known trade publishers. Details 
of experience to 
Box 9441 Ad. Weekly 180 Fleet St BC4 


OPENING FOR 


FIRST CLASS 
COMMERCIAL ARTIST 


Prominent manufacturers in the Mid- 
lands require Senior Artist. The man 
we want must be a real practical worker, 
preferably with a talent for trade 
and technical advertising. These 
are the minimum qualifications : sound 
studio experience; first-rate knowledge 
of production ; flair for lively presenta- 
tion; good working knowledge of 
typography. The normal programme 
covers press advertising, print and 
display From time to time the 
necessity arises to work at extreme 
high pressure. 

Applicants should state briefly age, 
education, experience, salary required. 
Specimens would be welcomed and 
would quickly be returned. 

Apply Sales Director, 


Box 9421 


Advertiser's Weekly 180 Fleet St EC4 
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CLASSIFIED ADVERTISEMENTS | 


| | APPOINTMENTS VACANT 


8. C. Johnson & Son Lid., manu- 

facturers and distributors of 

Johnson's Household and Auto- 

— Wax Products, are eoeepting 
lications for the 


ADVERTISING MANAGER 


be of a personal calibre that can 
immediately assume a senior 


y vertising and Sales “Promotion 
Manager from highly qualified 
and experienced executives, mini- 
mum age 35 years. Applicants 
must be willing to assume responsi- 
bility for merchandising and 
promotion of all Company 
products throughout the U.K. and 


executive status within the 
Company’ s Management. Com- 
Iv fund and profit 


sharing ‘scheme Replies, which 
will be treated im the fullest 
ae should give details of 
age, experience etc. and be 
addressed to the Managing Direc- 
tor, 8. C. Johnson & Son Lid., 
West Drayton, Middlesex, marked 
‘Private & Confidential” 


WINDOW DISPLAY: junior dresser 
required by London travel organisa- 
tion Experience necessary Com- 
menci wage £4 10s 
Box 3 Ad. Weekly 180 Fleet St BC4 

WINDOW DRESSER, experienced, 
creative and keen, required by London 
travel organisation 5 to drive 
van. Commencing wage 
Box 9444 Ad. Weekly 180 Fleet St EC4 


KENNEDY DISPLAYS 


LIMITED 


Require a further exhibition 
and display representative with 
a sound knowledge of the 
industry. Applications should 
be addressed to the Managing 
Director. 


7-12a, King Henry’s 
London, N.1. 


Walk, 


LETTERING ARTIST 


YOUNG MAN required as Advertising 
Assistant. Must be able to write copy 
and prepare presentable lay-outs for 
Direct ail and press advertising 
Agency training an advantage. Writ- 
ten applications only, stating educa- 
tion, experience, age and salary 
required, should be sent to Advertising 
Manager, Mann Egerton & Co., Ltd., 
5 Prince of Wales Road, Norwich 


EXPERIENCED PROCESS ARTIST or 


Retoucher required for important 
women's magazines using photographs 
reproduced in ~ ey and oto- 
gravure. Apply ‘ditor, 
Pots 7 189 High Holborn’ Lon- 
don, W.C 


BUSY Wes. Hr Publicity/P.R. Depart- 


ment has interesting vacancy for young 
writer (18-23) on editorial duties. The 
position is junior, and would suit a 
person with National Service com- 
as Pullest details 

om 9434 Ad. Weekly 180 Pleet St BC4 


required for 
pe a Salary £10 per week. Write. 
wn” vv 


35 Ad. Weekly 180 Fleet St PC4 


PRODUCTION 
WITH A FUTURE 


Energetic young man (National 
Service completed) with Adver- 
tising Agency experience required 
to fill important junior position in 
Production Department dealing 
with National and Technical 
accounts. Write, giving details of 
experience and salary required, to 
E. Walter George Lid., 25 Lower 
Belgrave Street, 8.W.1. 


FIRST-CLASS ALLROUNDER re- 
quired for studio. Write, giving details 
and salary required, 

Box 9436 Ad eekly 180 Fleet St BC4 

DESIGNERS REQUIRED by Exhibition 
contractors. One able to take charge 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


of Studio as Chief Designer. Must 


PRODUCTION 
MAN 


for space department, to handle 
detail work on a number of 
accounts, including typography, 
block ordering and chasing. 


LAYOUT MAN/ 
TYPOGRAPHER 


for print production, able to 
design print and undertake pro- 
duction details. 


Applicants should be from 25 to 35 
with previous agency experience 
of such work. Write giving full 
details and stating salary required 
to Managing Director, Gilbert 
Advertising Services Ltd., 10 
Norfolk Street, W.C.2. 


have long experience in design and 
construction Exhibitions and Displays. 
Permanent situation. Also @ junior 
required 

Box 9437 Ad. Weekly 180 Fleet St BC4 


INTELLIGENT YOUNG WOMAN, age 
20/25, for advertisement checking, 
required immediately. Experience not 
essential Must be keen, thorough 
and capable of working on own 
initiative Hours 9.30/5.30 5-day 
week. Canteen facilities. Call or write 
Rex Publicity Service Lid., 131/134, 
New Bond Street, W.1. Mayfair 757! 

OFFICE JUNIOR required for West 
End advertising agency. Able to type 
Luncheon vouchers No Saturdays 
Apply to Lambe & Robinson Lid., 
169 Regent Street, W.1. REG. 4762. 


SHORTHAND TYPIST 


required to 
train as Secretary to Manager of busy 
Classified Advertisement Department 
in leading City Advertising Agency 
Good speeds essential. Write details 
age, experience and salary required to 
Box 9393 Ad. Weekly 180 Pleet St BC4 


YOUNG KEEN PRODUCTION MAN 


or WOMAN required. Knowledge of 
Type Layout, Process Engraving 
One fully alert and able to combine 
with team Excellent scope for 
advancement Commencing salary 
£500 p.s. 5-day week. Very congenial 
conditions with West End Agency 
All our staff know of this advertise- 


ment 
Box 9451 Ad. Weekly 180 Pieet St PC4 


qualification. 


Write : 


COMMERCIAL 
RADIO/TV 


Leading London Agency requires Creative 
Assistant to write radio and TV commer- 
cials, radio continuity and handle some 
administration. Experience of advertising 
or entertainment or both an essential 
Rapidly growing depart- 
ment with good salary and prospects in 
TV and radio medium. 


Box No, 9477 
Advertiser's Weekly 180 Fleet Street EC4 


We have advised our staff 
of this advertisement. 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


UNUSUAL 
SCOPE 


for a quick and reliable production man 
to join enthusiastic team of industrial 
and sircraft Group's Publicity Dept. 
busy on a lively range of high class sales 
literature and regular House journal 
production. Attractive surroundings 
and conditions for man with good 
experience in print, blocks and stylish 
roughs. 


Apply Publicity Manager, Dowty Group, 
Arie Court, Cheltenham. 


OPPORTUNITY for Production Assis- 


tant to take over administration of 
busy Agency press group Must 
have Agency experience and sound 
production knowledge, also some ex- 
perience of ordering artwork. This is 
@ permanent position with an expand- 
ing organisation. Write 

Box Ad, Weekly 180 Pleet St BC4 


564 


NovemBer 25, 1954 


CLASSIFIED ADVERTISEMENTS MZ0ICRIERZCI 


APPOINTMENTS VACANT 


STUDIO 


FINE CHANCE FOR UP AND COMING 
VISUALISER 
WITH COPY SENSE 


Agency background an advantage. 
highly interesting post with great scope for initiative. 
Write or phone for appointment to Managing Director, 
IRWIN LIMITED 
118 Chancery Lane, W.C.2. Chancery 414I. 


Responsible and 


CAPABLE 


ALL ROUND ARTIST 


good figure work, excellent prospects. 
WRITE KINGLEO STUDIOS LTD 
50, Parkhill Road, 
Hampstead, London, N.W.3 


MALE OR FEMALE CLERKS required 


for space buying department of Adver- 
tising Agency. Permanent, progressive 
and pensionable \ +5 5-day week. 
Staff canteen rite or ‘phone, Per- 
sonnel Manager, W. H. Smith & Son 
Lid., Strand House, Portugal Street, 
London, W.C.2. (HOL. 4343, Ext. 


ASSISTANT wanted in Publicity De- PUBLICITY MANAGER. Applications 


riment of Scientific Instrument 

akers (North London). Must be 
able to write clear, simple English 
and be abie to co-operate with tech- 
nical staff. Knowledge of Physics an 
advantage but not essential. Ability 
to deal with catalogue and advertise- 
ment production and general all-round 
duties in a wblicity department. 
Salary up to £500 p.a., according to 
ability and experience. Pive-day week, 
superannuation, canteen. Please apply, 
stating age and experience, to 
Box 9446 Ad. Weekly 180 Pleet St BC4 


JUNIOR ASSISTANT required for 


Advertising Department of large 
national advertiser in Birmingham. 
Knowledge of Press or Agency work 
desirable. Age carly twenties. Full 


rticulars to 
Box 9456 Ad. Weekly 180 Fleet St BCA 


VISUALISER 


OR 


LAYOUT MAN7?... 


Whichever your titlke—or flair—there is 
a more than usually interesting vacancy 
for you at Crane Publicity. Good con- 
ditions, good prospects, and the right 
salary for the man—or men—who can 
produce slick roughs for presentation to 
client. Please write or telephone :— 


CRANE PUBLICITY LIMITED 


ADAM HOUSE, | FITZROY SQUARE, W.i. TEL: EUSTON 8061 


are invited from suitably qualified 
fereons for the position of Publicity 

anager of Liverpool Co-operative 
Society Annual sales exceed 
£10.000,000. Membership approx. 
200,000. Good, all-round publicity 
knowledge and experience essential. 
Knowledge of the Co-operative Move- 
ment an advantage. Intending appli- 
cants should send, before Monday, 
2%h November, for Official Applica- 
tion Form (containing all particulars), 
obtainable from the Chief Executive 
Officer, Liverpool Co-operative Society 
Ltd., 162 Walton Road, Liverpool, 4. 


ART REPRESENTATIVE 


Must have wide knowledge Art and 
Production. 


Full details Age, Salary & Experience to 


POINTEL DESIGN COMPANY, 
172 Kennington Lane, 5$.£.1! 


YOUNG LAYOUT ASSISTANT wanted 


for periodical publishers publicity de- 
partment The work will consist 
mainly of designing programme covers, 
advertisements and miscellaneous 
printing connected with motor sport- 
ing events, and maintaining for dis- 
play purposes, up-to-date photographic 
records on these subjects. The work 
is varied and provides an interesting 
opening for a competent and reliable 
newcomer to the business willing to 
take the opportunities provided for 
occasional visits to motor and motor- 
cycle meetings, in various parts of the 
country, to supervise outdoor displays. 

ust, however, have sufficient prac- 
tical experience to produce finished 
roughs and handle own mechanical 


eg oy 
x 9450 Ad. Weekly 180 Pleet St EC4 


KEEN EFFICIENT SECRETARY re- 


wired by Director of West End 
dvertising Agency. Must be capable, 

Shorthand/Typist, one with sound 
meral knowledge of Advertising. 
lary £500 p.a. to commence. 5-day 

week. Write 

Box 9454 Ad. Weekly 180 Pleet St BC4 


LONDON REPRESENTATIVE 
required by a 
Combined Manchester and 
London Firm of Technical 
Artists and Biockmakers. 
Excellent opportunity to express 

individuality and initiative. 

All our staff have been 

this vacancy. 

Write giving full particulars to 
Box 9420 

Advertiser's Weekly 180 Fleet St EC4 


YOUNG COMMERCIAL ARTIST re- 


quired, with some experience, for 
general studio work. et ey for 
young person to receive further train- 
ing. under Studio Manager. 5-day 
week. very interesting work. Write, 
in confidence, 

Box 9452 Ad. Weekly 180 Pleet St BC4 


Excellent opportunity for 
YOUNG ARTIST 


(FEMALE) 
to work in South West London 
Studio of large advertiser. 
Ability required in lettering and 
layout, knowledge of Masseeley 
Operation an advantage. 
Write, giving full details of age, 
experience (no samples of work 
at this stage) to 

Box 9428 

Advertiser's Weekly 180 Fleet St EC4 


PERSONAL ASSISTANT required. A 


first-class administrator to work with 
Director of small West End Agency. 
Ao all round general knowledge of 
advertising is essential, and applicant 
must be efficient, capable and able to 
control others. Write, in confidence. 
Box 9453 Ad. Weekly 180 Pleet St EC4 


MANY 
QUESTIONS 


How many stars in the Sky ? 
How many miles to the Moon ? 
How many beans make five ? 
How good a Salesman are you? 
If you can answer the first three 
questions you are a better man than 
we are Gunga Dhin—But if you can 
give a complete answer to the last-—— 
and can sell Outdoor Advertising 
Space—then phone us for an appoint- 


ment. 
Liberal Commission paid to the right 
men. 


WILLIAMS PUBLICITY CO. LTD 
79. BAKER STREET, W.1. 
WELbeck 6086. 


CANVASSER required in London for 


monthly new magazine published over- 
seas iberal commission 
Box 9447 Ad. Weekly 180 Pleet St BC4 


ALL ROUNDER 
wanted 


We urgently want a young man with a 
style. He must be able to produce good 
lay-oucs and finished art work for quality 
blications and brochures and should 
an something about the blockmaker's 
and printer's point of view. This is a 
rogressive job with a well-known West 
End publicity organisation. Applica- 
tions stating , experience and salary 
required should be sent to 


Box 9429 
Advertiser's Weekly 130 Fleet St C4 


| 


PRODUCTION CLERK 


An interesting opening exists for 
a young man or woman with 
sound knowledge of blocks, type 
jetail. Store experience 
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NOVEMBER 25, 1954 


APPOINTMENTS VACANT 


VISUALISER 


Opportunity for experienc- 
ed artist to work with 
ph tegr medium-sized 

ndon Agency on national 
accounts. Slickness with 
pencil and sound know- 
ledge of type essential 
qualifications. Salary ac- 


colour visuals and accurate working 
drawings. Experience in 
stands and displays essential. 


exhibition 
Barrett 


CLASSIFIED ADVERTISEMENTS 


YOUNG 
ADVERTISING 
MANAGER 


of Internationally 


initiating advertising campaigns. 
Experienced in National advertising 
for mass or prestige market but 


ACCOUNT EXECUTIVE (26), good 
background and personality, 6 years’ 
agency experience, seeks ogressive 
position with well founded medium- 
sized agency or manufacturer. 

Box 9468 Ad. Weekly 180 Pleet St BC4 
1S THERE A DOCTOR in Your House’ 
If not, and you require a medical 
man who is expert and experienced as 
an adviser or/and writer of medical 
and pharmaceutical copy, drop 4 note 


or Agency. 
Box 9366 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


ADVERTISER'S WEEKLY 


COLOUR 
WORK 


Exquisitely produced 


ARNOTT PRODUCTIONS 
SUN ST., HITCHIN,. Tet. 300 


FREE LANCE SERVICES 


Freelance Advertisement R ta. 
tive. Magazine has an Audit Bureau 
Circulation of 12,000 copies monthly. 


. = ~: TECHNICAL ARTISTS seck additional 
cording to ability. Renowned Textile Firm Box 9469 Ad. Weekly 180 Fleet St BC4 work. Experienced creative, layout, 
Write Art Director ) cocks publicity position tn tndestry OXFORD HONOURS GRADUATE, copy, teeing, retpumeane. For ser- 
or commerce where the same aged 28, secks position as copywriter -~ = 
Box $431 atmosphere and encouragement Of Dost with opportunities of learning | EXPERIENCED FASHION JARTIST, 
‘ initiati it advertising methods y “ol : . 
hovertiser's Weekly 180 Flat st E64 | | | forvideuandinuinve wit oe | | Gireson eos APO seca | pee, Smt coeur remade. Mr 
= — a : Thorough ex m~y of h a FASHION ARTIST, recently ~o STR. 2377. 
DESIGNER required, with ability to contact work with top training, seeks position with udio 
prepare three dimensional designs, | Agency, and in planning and MONTHLY MAGAZINE requires 


Bros. (London) Lid., Leyton Square, | believes in and makes skilful use of Promotion schemes should produce 
Peckham, London, S.E.15. provincial media. further circulation shortly, Write, 
Ability to produce sound selling stati present publications repre- 
copy for press articles, brochures, sented and indicate rate of commission 


HARPER’S BAZAAR 


handouts, and point of sale publi- 
city matter. 


surate. The Company have a Pension 
Fund and a non-contributory Life 
Assurance Scheme. Applications are 
invited from suitable experienced men, 


RETOUCHING ARTIST 


for West End Studio preferably with 
previous experience of Engineering 
subjects. Top salary and ideal condi- 
tions. 95.30 Monday to Friday. Full 


Particulars 
Box 9306 
Advertiser's Weekly 180 Fleet St EC4 


St. Brides House, 
Salisbury Square, E.C.4. 


INDUSTRIAL ADVERTISING 
EXECUTIVE 


wants opportunity to use 20 years’ 


Advertiser's Weekly 180 Fleet Sc EC4 


ART EDITOR (26), at present with 
small monthly trade magazine (over- 
seas and home editions), desires 
change offering greater scope and re- 
sponsibility. Several years experience 
other large national magazines. Good 
organiser. 

Box 9459 Ad. Weekly 180 Pleet St BC4 

CONTACT DESIRED with firm of 
repute who could use services of repre- 
sentative accustomed to selling to 


Box 9461 Ad. Weekly 180 Pleet St BC4 
AGENCY TRAINED MAN, 27, 10 
years’ § all-round 
interesting position with progressive 


HOME EXHIBITION PLUS 


Box 9472 Ad. Weekly 180 Fleet St BC4 


SALES AND WANTS 


ttenham Grove, Epsom. 
ven SALE, One Aecrograph + 
spray finishing unit wit ressure 
trol, littl used. Suitable Di 
Commercial Art Studio, for Air 
ork. Cost £50, sell for £35 0.n.0. 


Appi 
Box $473 Ad. Weekly 180 Fleet St BC4 


COURSES 


iay/ 


LCS. once again ac 
Outstanding successes. 
Students won : 


LCS. 


ACCOMMODATION 


required, to 
Box 9378 Ad. Weekly 180 Pleet St BC4 


require Costing Clerk. The post is gree in Economics (London) WANTED 
: now- r DESK SPACE with Studio i Seer 
ledge of ordering” print, blocks, and | | Box 9474 Samples, Leaflets, Brochures, Vouchers, | | fea “sunable for Preelag 
point of sale display material. Adver- Advertiser's Weekly 180 Fleet St EC4 . pr seckin, 
tising Agency experience, particularly ’ through our door to 4 ) = re Box 9480 r+ Weekly 180 St BCA 
Bee ton de a ea canmate. | | FIVE YEARS’ ALL-ROUND experience | | V. Linkman & Sons, 5, Westgate | | LAYOUT ARTIST (Bx. Pig) 
aoend an advantage. Five day in Advertisement Departments, dailies, Avenue, Bolton, Lancs. in folders and brochures com- 
k. Write, full details | | weeklies and monthlies. Smart young | YOUNG” VISUALISER DESICNER missions 

experience, “qualifications and salary a ph permanent progressive own office Studio Own contacts, own Bax 9178 Ad. Weekly 180 Pleet St BC4 
required to: General Manager, ‘ae : oduction contacts, wishes to join FREE LANCE ARTIST requires re- 

AANERS OAEAAA, YOUNG MAN Ope eoeios eae | isms curio dea gow ar | "nine, samme "Pr 

; , 4 ‘. c ° . 

09 Queen Serece, Maytals, London, W.1 | career in P R. Good education and Advertising Consultant might suit. aS) ay Se — 
r . in | appearance. ganising ability strong South London area. What offers? 196 3 
ae, - can hee ont. Early appointment appreciated Box 9471 Ad. Weekly 180 Pleet St BC4 Bes 622) Ad. Werlly 100 & BOS 

gressive Manufacturing : Gouseng x 9457 Ad. Weekly 180 Fleet St EC4 | famECT MAIL. Specialist agency ser- 

marketing eight nationally advertised | GENTLEMAN (26) wishes to Represent vicing many famous names, offers MISCELLANEOUS 
oducts. He would be responsible | First-class Publication in advertise- substantial commission to agents, 

lor planning, selection and research ment a. G appearance representatives, etc., introducing busi FLEXICHROME PHOTOGRAPHIC 

analysis of printed word advertisi — a yr ness. All details supplied. Strictly COLOUR PRINTS are the latest for 

This is an important post with am 58 Ad. "Weekly 180 Pleet St BC4 confidential. ali forms of reproduction. Interesting 

scope and the salary will be cc - 


particulars from Philip Gotlop Photo- 
aphs Limited, 24 Kensin 
rect, W.8. Western 41 


ton Church 


PINUPS AND COVER GIRLS in 


aged 24-30, and should preferably be experience with well-known engineer- MULTILITH WANTED. stock for artists and advertising 
in the form of a complete resume of | | ing concerns to better advantage. PLEAS! TELEPHONE LANGHAM soomm. ee particulars of aame 
7 career to date and will be treated in | | Proved organising and creative abilities. 1523 acilities goa cogpmous pees = 
complete confidence. Please write to | | First class credentials. ADDRESSOGRAPH FRAMES for sale tinleed ry ad op 4 
Box 9455 Ad. Weekly 180 Fleet St EC4 Box 9432 S50. r 1,000; also Cabinets M.S.S. —, “Kensington 
ret, W.8. Western 4130, 


ACCOMMODATION 


for Pree 
district. ‘Phone, 
- etc. Nominal rent 
- guaranteed to good Letterer who 
can also handle layout and 
ing. "Phone: WELbeck 8769. 


Artist, W.1 


LATE CLASSIFIED 


national advertisers in Lancashire, 

ARTISTS Yorkshire and Midlands. MORE 1.0.8. SUCCESSES ADVERTISEMENTS 
GRAFTON ARTS LTD. Box 9460 Ad. Weekly 180 Pleet St BC4 in AA Exams | | 

require several more experienced CONSUMER RESEARCH EXPERT. 7 | 8.0.8. LETTERING AND LAYOUT 

ee. a eer Retouching and i ne Gatuate ae “Deatding In the May 1954 Advertising MAN required who can work up to 

eee ye Stiien foster would be future prospects Association Examinations agency standard. Opportunity for man 


with talent to express himself in small 
a= Freelance specialists can come 
on this. Ring: TEM 1744, 


| YOUNG MAN, with oome layout and 
art-work experience, 
Box 9475 Ad. Weekly 00. Fleet St BCA 


JUNIOR ARTIST, maic or female, with 
aptitude for small —— 


compan 
Box 9462 Ad. Weekly 180 Pleet St EC4 
ENTHUSIASTIC YOUNG MAN (24) 
desires a progressive position at home 


\ APPOINTMENTS WANTED 


& 


GENTLEMAN seeks MSS/Proof Read- 


“HAND PICKED” 


—* space selling, shorthand, typing 


wor’ 

ay 9465 Ad. Weekly 180 Pleet St BC4 
SECRETARIES 
The Wigmore Agency, 67 


available. 
Wigmore St.. W.1. 4UNter 9951/2/3 


Editor of National and International 
Magazine, Barrister, Novelist, Script- 
wricer (28), desires change, seeks 
creative or executive position in 
Advertising or Commercial Tele- 
vision. 


Box 9422 
Advertiser's Weekly 180 Fleet St €C4 


"Phone 


or abroad = years’ all-round adver- 


tising ex ce 
Box 946 Ad. "Weekly 180 Fleet St BC4 


STILL LIFE ARTIST, long experience 


catalogue and magazine work, requires 
ition in London studio. 
x 9464 Ad. Weekly 180 Pleet St BC4 


YOUNG MAN, over 10 years’ Agency 


c seeks executive or adminis- 
trative post. 
Box 9370 Ad. Weekly 180 Pleet St EC4 


experience, 


RECENT ILLNESS, Creative Executive, 


now recovered and available 9.30 a.m. 


to 5.50 p.m. London area. Agency, 
Department or Publication. , 
Reliable, Versatile. Over 50. Salary 


from £800. 
Box 9467 Ad. Weekly 180 Fleet St BC4 


LC.S. Home Study Courses in prepara- 
tion for both the A.A. and the LP.A. 
Examinations are comprehensive, 
to-date, and have been a 
pa actively engaged in the 
vertising field. 
First class instruction is also available 
in COMMERCIAL ART, POSTER 
DESIGN, LETTERING and SIGN 
WRITING 


Write today for free book to DEPT. 2E 
INTERNA CORRESPONDENCE 


SCHOOLS, Incernational Buildings, 
Kingsway, Lonton, W.C.2 


Bar 649 one’ TMs 


EXPERIENCED SPACE SALESMAN, 
with good connections with Agencies 
textile firms and distilleries, required 
in Edinburgh of Glasgow by old- 
established international high-class 

blications in London and abroad, 
ox 9476 Ad. Weekly 180 Pleet St BC4 


ARTIST FOR BIRMINGHAM. We 
need a good, general artist Ln ay 
ability is an asset, but not an 


to assist freelancer. 
1 


Excellent prospects with rapidly go. 


= Oe ag oy Mo 
“Lid. 88 Vitorig reer, 


elephone: Central 6045. 


your classifieds to CHA 8844:(Ex 25)° ~° 
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ADVERTISER'S WEEKLY NovemsBer 25, 1954 


Advertiser's 


REGISTERED S. a copy 
G.P.O. AS A ] 2 


Post free 
NEWSPAPER S55/+ (overseas) 


<a Gs : a (10P PRESS 
ONLY | World | sac 


FIVE Za. 


LEFT! & == 4 


=F 
Fer 


Frederick Tibbenham Lim 


Better H urr y ! Commencing with 


the first issue in January next, the page size of 

the Furnisninc Wortp is to be increased to 

11” x 84” giving an enlarged type area of 10” x 7”. 

Space rates will be nabaned . | 
But you may still reserve your 1955 space in the “(publicity), John Winford 
F wet wha Trades’ leading weekly journal at the Hat By eye 
1954 rates—if you place your orders before 

January Ist next. This concession also applies 

to the regular full-colour art supplements. 

For full coverage of the entire Furniture and F 
Furnishing Trades you MUST use the FurNiIsHING |G. Vernon Nye, John Rosswick, 
Worip—but hurry, if you want to save money E. Fig Fx: Wm. 
on your 1955 bookings. 


Ring sche 8844 NOW! 


The Leading Weekly Journal of the Furnishing Trades | 
180 Fleet St., London, E.C.4 
| 


Pubushed b by the Proprietors, BUSINESS PUBLICATIONS. Lid. at their office at “180 Fleet Street, "London, E.CA4. 
November 25, 1954. Printed in England by St. Clements Press Lid., Portugal St., Kingsway, 


ee aul ee % ry > ae in a 5 Ce Sa ee oe ——— | 3 + 
ee a. 4 
ne 4 
2222222 : Sa 4 
ie ; 
_ inthe-West, yesterday, following *: i 
| tribute by R. J. Cruikshank, direc- 4 
a tor, Dally News Lid., and a former -—: & 
. a editor of “The Star,” was read by —. 2 
M; John Coope, deputy chairman of 2. ae? 
ea "= Mirror Newspapers Ltd.: ona 
E, | “Roy Clark was a happy man. eat aa 
ae ieee | oe | He loved his work and he con- a 
> 2a al oe veyed his own infectious joy in it. 2 a 
alte ae ee Jeet" ieee He was a good companion to those : A 
‘ ae eles ki 0 who shared his job with him. He Ss: 
s Logs i. 5 lees, 7 | had a passion for truth and plain- a 
"a tartint'easrocen sae 
: Re ' ua —_ vot of those a an 
ye at i oe : Say}: — me with him, so - a 
— ; friends. His colleagues val a 
as the man who was single-minded Boats 
, in his devotion to a newspaper that i 
has won a peculiar mal attach- a a 
, ment for itself in Fleet Street.” ve: 
Mr. pe concluded with a a. 4 2 
' : tribute of own: “Happy ia ‘ ‘ 
~~ is ~ himself, happy and vigorous in his — 
= work, he was happy and kind— : 4 
= ss kind—to anyone he ] 
was fond when they were in io i. 
trouble.” -. 
| LL. W. Needham read the lesson. Se 2 e 
ee AA OFFICERS - 
sae 
. | 
a 1 
= a 
: 
= 
ts. F 
co Ly] =; B3' 
(chairman). Golf sub-committee: oe 
_ Andrew Milne (chairman). | = 
| Association of Specialised Film an joe 
Producers ~ up committee to a a 
draw a stand form of contract Rr: : 
ry _ between advertiser or agent and the | aa 
Ul © ite im rit Arne mse oo 
for TV. ASEP also inviting ms 
‘ Kinematograph Society to form oe : 
| cussing technical problems of — 
7) | i standardisation. Committee hopes a 
to submit its findings to the British ) a a 
Standards Institute. ‘- br 
Distribution of “Charles Buchan’s 4 9 
Football ye hitherto handled a 
by Country Sporting Publica- ee 
tions Lid., is taken over by Hulton a af 
Press Ltd. with effect from January ; -“ Ba 
A Say 1955 issue, on sale December 18. — 4 
' ee 
», WC. oa”. : 
. oe. 
= : 2 i. ae ele - oe OH ee a ee ce oa ie = ie 4 * Sale 


